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Increase Sales 


ive your product new selling ap- 

peal, increase its merchandising 
value, lift it out-of-the-usual with a 
Wirz Embossed Tube of tin, alumi- 
num, tin-coated lead, or lead. Wirz 
Embossing gives all the advantages 
of a stiffer wall without increasing the 
wall thickness of the tube and, con- 
sequently, the metal cost. This dis- 
tinctively different treatment is ex- 
clusive with us. May we discuss with 
you practical applications of the Wirz 
Embossed Tube for your product 
which can be effected in 500 gross 


runs at no appreciable cost? 


COLLAPSIBLE METAL TUBES AU Uy HOUSEHOLD CAN SPOUTS 
METAL SPRINKLER TOPS z * (19, FL. AND APPLICATOR PIPES 
Established 1836 


CHESTER,UPA. 


NEW YORK, N. Y. CHICAGO, ILL. DANVILLE, CAL. MEMPHIS, TENN. HAVANA, CUBA 
30 E. 42nd St. 80 E. Jackson Bled. A. G. Spitker Wurzburg Bros. Roberto Ortiz Planos 
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TTO ROSE d’OR is the product of a life- 

time of specialization on the part of 
Pappazoglou of Bulgaria. This aristocrat of 
Ottos is proudly offered by Pappazoglou as 
his own distillation. With each passing decade 
Otto Rose d’Or continues as its own best ad- 
vocate, consequently, we invite you to initiate 


en ~ ees 


any comprehensive series of tests with this 


4 R O f — product, which you may care to devise. 


D / O R s UNGERER and COMPANY 
13-15 WEST 20th STREET NEW YORK 


Philadelphia Boston Chicago St. Louis Los Angeles Houston New Orleans San Francisco Toronto ' 
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HE World's finest Sandalwood—Santalum Album 

(Linné}—is grown in the State of Mysore. The 
Oil richest in Santalol comes from the Heart-wood, 
and nothing but selected Heart-wood is used for the 
production of MYSORE OIL. 


This, together with scientific distillation, accounts for 
the universally recognized superiority of Mysore Oil, 
and is why Mysore Oil is always taken as the standard 
measure of quality. 


It is definite economy to use genuine Mysore 
Oil. Substitutes and imitations in the long run 
cost more. Do not merely specify “Sandalwood 


Oil U. S. P.” but insist upon Mysore Oil. 


Distilled at our Linden, N. J. plant and offered only 
in original sealed and numbered containers. 





Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“J? Ofpefte Sffence Diftifltrs” 


W. J. BUSH & CO. 


INCORPORATED 


Essential Oils .. Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London ° Mitcham - Messina - Grasse 











ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


PURE OTTO OF ROSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES : 


CHICAGO-SAN FRANCISCO 
MONTREAL 


Published menthly by Robbins Perfumer Company, Inc., 9 E. 38th St., New York, N. Y. Volume 37, No. 2. Subscription rates, payable in advance: United States $3.00 a 


year; Canada $3.00; Foreign $4.00. Single copies 30c. Entered as second class matter January 14, 1937 at the Post Office at New York, N. Y. under the act of March 3, 1879. 
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ROUGE and 


LIPSTICKS 


are truly 


SUPREME ix QUALITY 


Says ELITA WILSON 


FAMOUS BEAUTY EDITOR 





No MATTER what you tell women in your advertising—no mat- 
ter how attractive your package and price—women judge your 
brand of rouge and lipstick by the resa/ts they get when using 
them. When women are dissatisfied with your products, they 


refuse to buy them again. Your sales fall off 
and profits melt away. 

The surest way to satisfy your users, get 
them to recommend your brand to their 
friends, and give you their repeat purchases 
—is to give them the superior quality you 
find in cosmetics made by APLI. 

Elita Wilson, famous beauty editor, says: 
“Women depend on me for advice in 
solving their make-up problems. That 
means I must constantly test and report 
to them on cosmetics in every price 
range. I have found that brands of rouge 
and lipsticks made by APLI are truly su- 
preme in quality. Their shades are ultra- 
smart. They are easier to apply, do not 
change color, and have lasting indelibil- 
ity that insures natural-looking loveli- 
ness. Because women prefer finer results, 








LIPSTICKS APLI 


MASCARA APLI 


ELITA WILSON is Beauty Editor of Picture Play magazine. Miss Wilson is 








known to thousands of women throughout America. They write her scores 
of letters every day asking advice on beauty and make-up problems. They 
tell her frankly their preferences in cosmetics and reveal which brands they 
buy. These letters indicate that now, more than ever before, women insist 
on rouge and lipsticks of finest quality. 


they buy APLI-made brands of rouge and lipsticks repeatedly.” 


For more than sixteen years, most of America’s leading cosmetic 


houses have had their products manufactured by APLI. And for 


just one reason—they find this arrangement pays them more in profits. 


ROUGE SUPREME 
FACE POWDER APILI 


EYE SHADOW APILI 





APLI clients know definitely what their 
costs will be. They know that shipments 
will always be ready on time—and finished 
goods will be of finest quality, processed ex- 
actly as the formula requires. APLI clients 
are not handicapped by the details of pro- 
duction. And, instead of tying up money in 
plants, they invest their funds in sales pro- 
motion and advertising—they concentrate 
on increasing their sales. All-of our clients 
report sales increases for 1938 well in ad- 
vance of the industry as a whole. 


Ask For This Valuable Information 


We can furnish important information on 
current cosmetic trends and other things 
that vitally affect your sales. For prompt at- 
tention, just write or phone Mr. A. E. Mullen. 
No obligation, of course. 


AMERICAN PERFUMERS’ LABORATORIES, INC. 


MAKERS OF THE WORLD'S FINEST COSMETICS + PRIVATE BRANDS EXCLUSIVELY 
30 ROCKEFELLER PLAZA, NEW YORK, N. Y. (IN CANADA: 1015 ST. ALEXANDER STREET, MONTREAL, QUEBEC.) 
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supply the need at reasonable prices for this important floral 


element, which enters into so many perfume formulas. 


deLAIRE SPECIALTIES 


represent most of the modern types in demand today. 


Try these outstanding products. 


“Dp & OO” PERFUME BASES 


are finished products, ready for use, adapted for every purpose 


in the field of perfumery, cosmetics and toilet preparations. 


EE ge TT 


Our perfume bases combine Economy, Convenience 


and Successful Results. Both «deLaire” and «D & O” prod- 


a 


ucts are represented in many of the most successful perfume 
creations on the market today. 


Let us work with you. 





BU sep - 180 VARICK ST... NEW YORK, N. wl 
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These oils, famous for high quality and uniformity for over a century, are 


marketed by W. SANDERSON & SONS (Messina, Sicily—Founded 1817). 


LEMON 
ORANGE 
MANDARIN 
BERGAMOT 


Prompt deliveries are made from the New York and branch stocks of 


DODGE & OLCOTT COMPANY. sole American and Canadian Distributors. 





| ™ + Y 
‘| O L Cc T § COMPANY 
Y BRANCHES: PHILADELPHIA BOSTON CHICAGO ST. LOUIS LOS ANGELES 
. 503 Arch St. 232 Milk St. 178 No. Wacker Drive 15 So. 4th St. 922 F. 3rd St. 
J. 
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rn in a fast changing world, 






the fleeting theme of the moment, 
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the elusive preference of today’s 







gs are prerequisite to success in 





mpetitive retail markets. 






erfumery plays no small part in the 





today’s cosmetics. Seek the advice 





e that is alert to the modern trends 


ry. 


MERINGEN - 
HAEBLER, INC. 


RTH AVENUE, NEW YORK CITY 
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CAPS 








SCREW CAPS 





282-24 M/M 291 22 M/M 


412 8 M/M 456 13 M/M 406 10 M/M 


404 20 M/M 10-Sided 387 20 M/M Round 


Q A 


MISCELLANEOUS 





428 33 


with 
Pencil Clip 





355 Salt Cap 500 28 M/M 


o 
oO 





TWO PIECE BALL CAPS 


Bee , are ‘ 413 20 M/M Round 


471 10 MM Round 525 8 M’M 





408 13 M/M Round 





CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


B-G Caps for Perfumes, Talcum, Tooth Powder, Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round * 
Square, Oval, Slotted). /. 















Improve 





THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 





CAP 


For perfumes, talcum and _ tooth 
yowder, bath salts, lotions, etc. 
I 


Furnished in a variety of de- 
signs in fancy metal—plain brass— 
aluminum — brass _ nickel plated 
—nickel silver —stainless _ steel 
Enameled caps, all colors. 
Our “Negative Finish” _ resists 
acids, alkalies and alcohol. 


Samples and prices on request. 


wo 
BRASS 
1 Y 
GOODS 
MANUFACTURING CO. 
345 ELDERT STREET 


BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 
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CRITICAL CUSTOMERS 
PREFERRED 


OING business with the vast majority of our 
customers is a source of genuine pleasure and gratifica- 
tion to us. We say this in all sincerity and truly with- 
out thought of the profit involved. 


There is one type of customer, however, whose patron- 
age affords us an even greater sense of satisfaction. He 
is the critical buyer,—not the faultfinder, mind you, 
but the purchaser who buys with care and discrimina- 
tion—who knows what he wants and is determined to 
get it. Price advantages appeal to him, but only when 
they do not involve quality disadvantages. He under- 
stands values and judges the supplier’s offerings ac- 
cordingly. 


We get along well with such customers because they 
are critical . . . because they’re first to recognize the 
fine values inherent in our goods. That is why we de- 
rive added satisfaction from their patronage . . . that 
is why we welcome them particularly as our customers. 


FRITZSCHE BROTHERS, Inc. 
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FOR YOUR CREAMS 


This is a modified version of the ENFLEUR base—highly 
stable, non-discoloring, non-irritating to sensitive skins, and 
made to meet the cost requirements of the average cream. 
Try it in your product; let its clean, refreshing fragrance 


lend new impetus to your sales. 





FOR YOUR FRAGRANCE 


FO 


R YOUR PRODUCT! 


/ ks, many an encore .... many a repeat sale for products deriving 


their fragrance from FRITZBRO ENFLEUR. 


This delightful specialty embodies the mingled perfumes of many flow- 
ers—the spiciness of dianthus and carnation, the depth and subtlety of 
rose, and the unfailing appeal of lilac. Beneath these dominant notes 
you will detect the faint suggestion of other florals, too. The result 
is a perfume of rare beauty, freshness and vitality—one that assures 


an original effect whether employed alone or in combination with other 


blends. 


ENFLEUR is less costly to use than many a cheaper product because 
so little goes such a long way. Its choice, skillfully blended ingredients 
make for intensity, stability and persistence—hence economy. It is 
one of our finest specialties! Why not let us send you a sample that you 


may judge its worth by personal observation. 
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FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW nan 


——$—— BRANCH STOCKS 
BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, D. F. 
FACTORIES ArT Ccrervres, & 8 ANWBD SHEREABWS iVaRi FRANCE 
ee 
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ABSOLUTES 
«Lhe True Essence of the Flowev... 


‘i you want your extracts to reflect the true character of the 
flower, touch up your formulae with a minute addition of these liquid 
ABSOLUTES. Each represents the complete, pure odor of its respec- 
tive flower or plant—just as Nature made it. All are produced in our 
own plant at Seillans, France. They come to you at cost plus only the 
manufacturer’s fixed and legitimate profit,—no middleman’s profit to 
increase your costs. Investigate these matchless essences. 


CASSIE ANCIENNE OAK MOSS 
OAK MOSS, EXTRA FINE 

GERANIUM ... ORANGE FLOWERS 

JASMINE ORANGE FLOWERS WATER 

JASMINE, ENFLEURAGE 

JASMINE, CHASSIS ROSE, BULGARIAN 

JONQUILLE, ENFLEURAGE SAGE, CLARY 

LABDANUM TUBEROSE, ENFLEURAGE 

LAVENDER .. TUBEROSE, CHASSIS 

MIMOSA YLANG YLANG 

CONCRETE LAVENDER FLOWERS 
CONCRETE LAVENDER FLOWERS, Colorless 
CONCRETE LABDANUM 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


BRANCH OFFICES: 


ATLANTA, GA. COLUMBUS, O. NEW ORLEANS, LA. PHILADELPHIA, PA. SAN FRANCISCO, CAL. 
508 Standard Building 21 East State Street 813 Louisiana Building 12 South 12th Street 1325 Howard Street 


BRANCH OFFICES and STOCKS: 


BOSTON, MASS. CHICAGO, ILL. LOS ANGELES CAL. ST. LOUIS, MO. 
206 State Street 118 West Ohio Street 816 West 8th Street 308 South 4th Street 


FRITZSCHE BROTHERS OF CANADA, LTD. PRODUCTOS FRITZSCHE BROTHERS, S. A. 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. F. 


FACTORIES AT CLIFTON, N. J. and SEILLANS (VAR) FRANCE 
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By more than 2 to | 


AMERICA’S FAVORITE 
OIL OF LEMON 


continues to be Exchange Dread 


Ce Ce Cm Sm COM CLOG 





FROM rich California lemons, tion controlled so exactingly. 
cold pressed and clarified, True flavor. Uniformity. Ex- 
comes Exchange Brand Oil of ceptional dependability. A fair 
Lemon, U.S.P.—with the flavor price. There you have the 
that pleasesthe Americantaste. reasons why Exchange Brand 

It is uniform always, in all Oil of Lemon, U.S. P.is far 
characteristics. Nowhere in and away America’s favorite 
all the world is the produc- Lemon Oil. 


M7 Sold to the American market exclusively by 
pat ge FRITZSCHE BROTHERS, INC. DODGE & OLCOTT COMPANY 
/ ba 76 NINTH AVENUE, NEW YORK CITY 180° VARICK STREET, NEW YORK CITY 


Distributers for ' 
SL carirroRNIA FRUIT GROWERS EXCHANGE 
le 8 a C i fi) R | | & 1} Products Department, Ontario, California 


Producing Plant: EXCHANGE LEMON PRODUCTS CO., Corona, California 
Copr., 1938, Products Dept., California Fruit Growers Exchange 
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That is why it is called the self-selling lipstick— dull or ‘sweat’ with age or exposure. Of course, 


why our customers say it is the greatest advance it is highly indelible, velvet-smooth to apply, non- 
in lipstick manufacture in a decade! greasy, non-toxic! 

It has a super-lustre (regardless of shade in which As those who trade with us know—Helfrich never 
it is made) that immediately attracts the women. makes extravagant or over-enthusiastic claims— 
And this super-lustre retains is bright glow of so you are urged to write or wire today for 
texture until the last particle is used. It does not samples of this sensational lipstick! 


We do not compete with those we 


Rouge Compacts + Creme Kouge + Face Powder 
Powder Compacts + Eye Shadow + Cosmetique 


HELFRICH caporaronries 


HELFRICH LABORATORIES, 564-570 WEST MONROE ST., CHICAGO 
HELFRICH LABS. OF N. Y. C., INC., 30-34 WEST 26TH ST., NEW YORK 
HELFRICH LABS. OF CANADA, LTD., 690 KING ST., WEST, TORONTO, ONTARIO 


CABLE ADDRESS: HELFLABS, NEW YORK, CHICAGO, TORONTO 
BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
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OUTSTANDING 


DEVELOPMENT 


OF THE 


YEAR 





ONKAIRE 


An aromatic ingredient which eliminates alcoholic 
sharpness and mellows perfume compositions. 


has that necessary leverage effect and it adds 
; the note of buoyancy and mellowness so eagerly sought after. 


For removing alcoholic sharpness—one-quarter ounce per gallon 


of alcohol. 


For mellowing of perfume compositions — Addition of 5% 
to 10% !ONWK AIR to your perfume compound. 


Try it and be convinced! Trial ounce $1.00 Trial pound $8.00 


ompagute acento, aa UC. ¢ 
a 


Executive Offices and Laboratories: CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT SEATTLE LOS ANGELES SAN FRANCISCO 


' PORTLAND, ORE. TORONTO COLOMBES, FRANCE LONDON, ENGLAND 
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SNAP 
~ YOUR FINGERS... 


AND WE’LL COME A-RUNNIN’... 


Let us know about your problems in glass containers, closures 
) I = ? 
labels and cartons and “we'll come a-runnin’ ”, with all the help 


we can give. 


We can furnish you with any and every type of glass container— 
and every one will be a SALESPACKAGE! Owens-Illinois Glass 


Company, Toledo, Ohio. Branch offices in most principal cities. 


OWENS-ILLINOIS 


Sa fou 
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“FOR AN ORANGE FLOWER NOTE 
I ALWAYS USE SCHIMMEL” 


So say leading perfumer-chemists around the world. This reputation of 
Schimmel Orange Flower Specialties goes back forty years. In 1895 we dis- 
covered the chemical character of the body which gives oil of Orange 
Flowers its characteristic odor, and succeeded in reproducing it synthetic- 


ally. Since then, our continued research has developed overtones and 
shadings that give our Orange Flower Spectialties much of the richness 
and charm of the natural. For instance— 


Orange Flowers, Schimmel © Co. has the fresh fragrance of 
the orange blossoms in full bloom. Can be used to replace the 
absolute pound for pound at a fraction of the cost. 

Orange Flowers Terpeneless, Schimmel & Co. The same true 
reproduction of Orange Flowers with the terpenes removed. 
for use in creams and lotions where solubility is important. 
Gives no discoloration. 

Neroli, Schimmel & Co. faithfully reproduces orange oil ob- 
tained by distillation. Replaces Neroli Petale Extra at a great 
saving. Does not discolor. Suitable for creams or powders. 


Use one of these to give your product a new sales appeal. 
We shall be glad to send you samples for testing. 


SCHIMMEL & CoO. INc. 


601 West 26th Street New York City 


CHICAGO LOS ANGELES TORONTO 
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In addition to swivel and automatic 
lipstick containers, Bridgeport pro- 
duces a wide variety of slide-type 


cases for the popular priced field. 


i 
i 


“N 


The 


~.! 


BALDGEPORT | lay 


METAL GOODS MFG. CO. 
ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT 2 Tel. Bridgeport 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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By comparison, the most perfect repro- 
duction of the Lilac note thus far created. 


We invite you to compare LILAS SUR- 
FINE with the outstanding Lilac flower 
oils produced here and abroad and selling 
now at double the price. 


We are confident that LILAS SURFINE 
will be your choice, not because of its low 
price, but because of its superior quality. 
We shall be glad to send you a sample. 


- CHEMICAL COMPANY. INC. 
603 Johnson Ave., Brooklyn, N. Y. 


Manufacturers of AROMATIC CHEMICALS, NATURAL DERIVATIVES, 
PERFUME OILS, ARTIFICIAL FLOWER and FLAVOR OILS. 


°S Boston, Mass. Philadelphia, Pa. Sandusky, Ohio Chicago, Ill. St. Louis, Mo. New Orleans, La. Los Angeles, Calif. 
/ 0 Boylston St. 200 So. 12th St. 1408 W. Market St. 1200 N. Ashland Ave. 4910 W. Pine Blvd, Balter Bidg. 4727 W. Washington Bivd. 707 Kohl Bidg. 


San Francisco 


Stocks. carried. in’ principal cities 










@ That’s why they can be so dependable on 
deliveries, through thick and thin...and 


it gives us one thing less to worry about.” 


AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 


World’s Largest Manufacturer of Metal and Fibre Containers 
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Oderiata 


Our Odorata is an outdoor odor of delicacy, yet 
it carries a smooth, lasting fragrance particularly 
suited to Perfumes, Toilet Waters and Face 


Powders. 


Odorata has already proved to have exceptionally 


fast consumer acceptance when used in the creation 


of these products. 


A trial ounce is 75c 


(iorasy 


LABORATORIES, INC. 


1555 OLMSTEAD AVE., NEW YORK 


CHICAGO DALLAS DENVER LOS ANGELES 
SAN FRANCISCO SEATTLE NEW ORLEANS 
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URING the summer months, inevitable The following dependable Merck Chemicals are available: 
exposure of the hair to the ravages of sun, 

water, and wind imposes exacting requirements * KERATIN * 

on the permanent wave. 


, ore Alkaline Agents Preservatives 
A major consideration in the creation of a 


coiffure capable of resisting the combined action Sodium Sulfite Salicylic Acid 
Bind —_ Benzoic Acid 
the 96 lies in 7 quality and oni — ae 
of the ingredients utilized in the preparation o 
3 . . iit Ammonia Water (N-Butyl Para Hydroxybenzoate) 
permanent waving solutions. " a 
; Ammonium Carbonate — f 
The use of Merck Fine Chemicals ensures a If you have not received a copy o 
: : : : : Potassium Carbonate the recent Merck pamphlet cover- 
uniformly high standard of quality which will ing items of interest to the Cos- 
contribute materially to an achievement of Sodium Carbonate metic and Toilet Goods Industry 
’ we will gladly mail one to you 


desired results. Borax on request. 


MERCK & CO. Inc. Manufacturing Chemists RAHWAY, N. J. 


NEW YORK . PHILADELPHIA . ST. LOUIS . In Canada: Merck & Co. Ltd., Montreal and Toronto 
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KIMBLE GLASS VIALS « - 


In these days of originality, smartness and personal appeal, it is increas- 
ingly difficult even for headliners to hold their popularity. Yet, month 
after month, year after year, Kimble Glass Vials build up their “fan 
mail” to staggering figures, carrying with them to rapid success the 
products they contain! 
Kimble crystal vials are so attractive in design and appear- 
ance ...so light and convenient to carry... and so versatile 
in use and application . . . that the outstanding nationally- 
famed packagers and samplers of drugs, perfumes, pro- 
prietaries and cosmetics FEATURE their products in 
these lustrous small glass containers. Kimble Vials are 
thoroughly annealed (strain-free). They assure the 
consumer of safety, sanitation and pocket conveni- 
ence... for pills, powders, capsules, liquids, salts, 


































a me 


chemicals and oils. 
Join forces with Kimble Vials and “steal 
the show” on every counter and shelf 
dispensing your merchandise! Con- 
sult us on your sampling and 
packaging problems .. . for new 
and more substantial sales. 











KIMBLE GLASS COMPANY ..-.-- VINELAND, N. J. 


NEW YORK** CHICAGOs+*+ PHILADELPHIA++ DETROIT** BOSTON 
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Opal Tanne; made to 


Carr-Lowrey’s exacting standards, are inviting 
and cool to the eye. They are the perfect , 
containers for your creams. Chemically inert, 
they reflect the purity and quality of your | 
product and have the additional advantage 
of being non-transparent. Whether full or 
half - empty they are equally neat and in- 


viting on dressing table and bathroom shelf. 


= RE ar 





CARB-LOWBEY GLASS CO. Factory and Main Office: Baltimore, Md. 


NEW YORK OFFICE: 500 Fifth Avenue, Phone: CHickering 4-0592 CHICAGO OFFICE: 1502 Merchandise Mart; Telephone: WHitehall 4326 


ere 
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Or powder and peryume a 


[Illustration shows actual size photograph of face powder box 
which has sturdy double-step extension base. Top and sides 
of lid are covered with laminated cellophane wrap . . . ideal 
because it does not soil easily and because the high lustre 


finish accents the beauty of printed or lithographed designs. 


E. N. ROWELL CO. INC. BATAVIA « NEW YORK 


August, 


1938 


New York Office: SEWELL H. CORKRAN, 30 East 42nd St. Phone: MUrray Hill 2-3447 
Chicago Office: HAROLD G. MacKAY, 444 W. Grand Ave. Phone: SUPerior 1676 
Hollywood, Cal., Office: C.H.E.DUNN, Guaranty Bldg. 6331 Hollywood Blvd. Phone: Hotlywood 0111 
Boston Office: H. P. TUCKER, 52 Chauncey Street. Phone: Hancock 0398 
St. Louis Office: The DICK DUNN Co., Mer. Mart Bldg., 12th Blvd. & Spruce St. Phone: Central 3544 
Detroit Office: H. E. BROWN, 2842 W. Grand Blvd. 319 Curtis Bldg. Phone: Trinity 2-0191 
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and 


Scovill is pleased to make public a new discovery in 
closures, — The “No-Kap” Closure variations of 
which are shown here. 

Working on the principle of two perfect hemispheres 
sliding against each other under pressure, this new 
development lends itself to virtually every use that can 
be made of a dispensing closure. 

— opening or closing is faster 

— pouring is easier 

— can be operated by one hand 
has distinct eye appeal 

— if bottle or can is accidentally tipped after 
closure is shut, contents do not spill 


letter to 


friends in the 





our customers 
industry 


It is now available in a combination of aluminum and 
plastic, with the aluminum in natural color, or in any of 
Scovill’s brilliant Indurited finishes. 


It will find practical application on containers for all 
granular materials including tooth powders, talcum 
powders, salt, pepper and other spices, granular soaps, 
cleaning powders. It also makes an excellent pouring 


device for liquids. 


We will be glad to apply samples of this new closure 


to your containers for your inspection and tests. 


& / Majority of ’ Brands of , a> un Leading Sones H ae Sail mate Goudninens 


— SCOVILL 
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nant ENDURANCE 


ee a Grove of Big Trees, 
Yosemite National Park, 
Pho to by insel ddams. 


The tremendous strength and rare en- 
durance of the giant Sequoia Trees 
have caused them to live on for genera- 
tions . . long after less hardy neighbors 
of another kind have gone to decay. 
NEW ENGLAND (Sheffield Process) 
Collapsible Tubes, in a similar sense, 
have the extra strength and endurance 
needed to keep on serving and protect- 
ing a product under the severest kind 
of usage, long after less sturdy tubes 
have broken down under the strain. 
The Sheffield process . . an exclusive 
method of mixing, melting, tempering 
and toughening the metals . . is respon- 
sible for that extra margin of safety 
these better tubes give. Excellent work- 
manship on decorations bring added 
appeal . . catching the eyes and the 
dollars of busy shoppers. Fine clay 
coated cartons complete the package, 
bring you BOTH items simultaneously 
from this one big dependable source. 
Get tougher tubes, better looking car- 
tons, the kind of service and coopera- 
tion you need, at no higher cost. Ask 
for samples, ideas, suggestions, prices. 


Write our nearest ofice TODAY! 


NEW ENGLAND COLLAPSIBLE TUBE CO. 


W. K. SHEFFIELD, 500 FIFTH AVENUE, NEW YORK 
JNN, 6331 HOLLYWCOD BLVD., LOS ANGELES, CAL. 
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uP AND AT ’EM 


The sky has rosier tints. There is 
no question about our having started 
on the upward swing. We have. 

Probably some spurts and slips- 
but the trend will be up. Reasons are 
several: Government spending and 
lending plus some very real shortage 
of merchandise. 

It’s summer-time and vacation-time 
also. Yet it is opportunity-time too. 
It’s folly to wait *til fall before put- 
ting on steam. Do it now—in the 
good old summertime! 

The combined mass effort of all 
business is needed to get the economic 
machine moving faster and steadier. 
That’s why now is the time to push. 

Then, too, he who pushes first and 
hardest will probably arrive first. 
Those who have to be pulled along 
on the upward swing by the leaders 
will not get the cream. And who 
wants the skimmed milk? 

Anyway we cannot expect to be 
taken to heaven in a hand-basket! 


EXIT THE CHISELER 


Sales plans are ever subject to 
change. Sales ideas are borning all 
the time. Sales policies are affected 
by the revised philosophy encour- 
aged and, in fact, being made manda- 
tory by various government agencies 
in their enforcement of the recent 
laws. 

Naught but good will ultimately 
accrue, though the process will irri- 
tate and annoy most of us. 

Most manufacturers and dealers 
want to be fair. We would all pre- 
fer to do more than the right thing 
by our customers and the public. 
Competition keeps us ever alert to 
see to it that our competitor does not 
put one over. And we succumb oc- 
casionally to the temptation to reach 
out for a “beat”—and possibly find 
ourselves on thin ice. 

By and large, we welcome general 
rules of fairness, applied to all. And 
we want them uniformly applied. 

The chiseler we will always have 
with us—perhaps 10% or less. But 
the 90% are glad to, and will co- 
operate in slapping him down. 

It is healthy that rules and en- 
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forcement are centralized and active. 
The time that we gave to match the 
possible unconstructive 10% we can 
now put on legitimate and construc- 
tive effort. 


PUBLIC BECOMING 
POLITICALLY-MINDED 


We are becoming politically mind- 
ed. 

By “we” is meant the business 
world, the business executive, the 
business salesman, the business office 
person, the plant and factory super- 
intendent, the foreman, and the man 
at the bench, machine, or other im- 
plement of manufacture of goods and 
of sery ices. 

By “we” is meant one’s mother, 
wife, sweetheart, and even one’s child 
of high-school age and up. 

It’s a fact—and a remarkable fact. 

It’s a doggone good fact. 

It’s education of the sort we all 
need. 

It develops an individual responsi- 
bility in each of us, which is a notion 
we have habitually let lapse, content 
to let others do it. Individually we 
felt unaffected. 

But things change—— 

When you violently change the 
economic status of all individuals, for 
a sufficient length of time, the body 
of citizens begins to wonder, then to 
inquire, then to think, and eventually 
to act—to do something about it. 


NO SENTIMENT? 


There’s a wealth’ of health in get- 
ting out on the golf course. It’s a 
break in the so-called deadly grind. 
And it’s a lot more besides. 

That cold-blooded saying _ that 
“there is no sentiment in business” 
is a choice bit of bunk. And meeting 
your competitors and customers at 
an outing or a dinner in informal 
good-fellow fashion is building up 
appreciation of each other from a 
human standpoint. It brings out the 
best there is in us. There’s no room 
for the “short” sport. You will do 
more for Bill, Tom, Dick, and Harry 
than you will for Mr. Sourface. That’s 
certain. And many a “sourface” dis- 
solves into a good fellow at such 
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meetings. He was a good fellow all 
the time but you didn’t know it. Nor 
did he know what a good sort you 
are. 

So, more power to the BIMS and 
their kind! 


WATCH SEPTEMBER 
ANNOUNCEMENT 


Truly helpful material is not so 
difficult to get when you know what 
your readers want. 

We entertain the theory that our 
subscribers are in the cosmetic, per- 
fume, or toilet preparations business. 
The great majority are manufactur- 
ers. Those who have merchandise 
made for them are, nevertheless, 
mindfui of the product. 

Hence, new materials, improved 
methods, and technical suggestions or 
treatises are of fundamental and of 
prime interest. 

In the September issue, we shall 
announce a new bulletin by Maison 
G. deNavarre, Technical Editor of 
The American Perfumer. 

Judging from the unprecedented 
interest and demand for Mr. deNa- 
varre’s previous bulletins, this work 
is the most sincere and constructive 
contribution to the industry that this 
publication could make. 

We acknowledge gratefully the 
hundreds of commendatory letters re- 
ceived from recipients of former bul- 
letins. They are appreciated—and in- 
spire Mr. deNavarre and this publi- 


cation to give greater service. 


A VISITOR 


We have with us as we go to press 
H. Stanley Redgrove, B.Sc., F.LC. of 
London. 

Mr. Redgrove is visiting New York 
and Boston spending a week in each 
city renewing old friendships and 
making many new ones. He is inter- 
nationally known as a_ consulting 
chemist with an outstanding world- 
wide practice. He contributes regu- 
larly to the editorial column of The 
American Perfumer. His editorial 
work in The Manufacturing Chemist 
and Perfumery and Essential Oil 
Record of London are widely read in 


H. J. 'W. 


this country. 
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“Germ-Free” or Sterile Cosmetics 


Antiseptics in cosmetics tend to prevent spread and growth of 


germs on the skin—should be colorless, odorless, and non-irritating 


by MAISON G. de NAVARRE 


Our laboratory first became interested in producing 
germ-free or sterile cosmetics about five years ago, when 
it became a problem to make a certain biological prep- 
aration in sterile cream form. Since that time, we have 
tested practically every raw material used in cosmetics 
as well as almost every available antiseptic material. 
for its efficiency in cosmetic creams and lotions. Need- 
less to say, many antiseptics are useless in cosmetics for 
one reason or another. Some produce colored creams; 
others have a characteristic odor; still others are not 
sufficiently strong to be useful in small concentrations. 
Some are toxic. Certain ones must be used in amounts 
that cause irritation. 

Our materials tests showed that most cosmetic ingredi- 
ents are contaminated by both bacteria and moulds. 
These findings are corroborated by Dr. Milton Herbold'. 

We then tested a number of well advertised finished 
preparations for germ life. These showed similar con- 
tamination to that of the raw materials. 

About the same time, Lohr and others discovered the 
ability of cod liver oil to kill bacteria, maintaining its 
own sterility. 

Naturally, those interested in sterile cosmetics would 
have to investigate any oil that was self sterilizing. And 
so we did. Our findings showed that when cod liver oil 


was diluted beyond 70 per cent its ability to sterilize 
itself quickly disappeared with increased dilution. In 
addition, we found that other fish oils had a similar 
property. But the property was not found in vitamin 
concentrates, either synthetic or natural. Nor were ordi- 
nary oils able to sterilize themselves when cultured with 
Staphylococcus aureus, the test organism used through- 
out the experiments. 


SMOTHERING ACTION 


This proved beyond a doubt that the sterilizing action 
of cod liver oil was not a smothering or dehydrating 
action. It also showed that the bactericidal activity did 
not reside in either the vitamin or unsaturates fraction, 
as controls and blanks of each type were used and all 
showed growths. Cod liver oil, on the other hand, steri- 
lized itself in from 20 to 24 hours after culturing. 


NEED FOR ANTISEPTIC 

We now turned to finished cosmetics on the market 
and found that creams and lotions cultured with S. aureus 
had no bactericidal action on the added organism, in 
addition to which some showed notorious contamination 


of their own, as mentioned before. 
This indicated but one thing to us—the need of an 





Microscopic photographs of tests made on cosmetics: |. Babyoil with antiseptic added. 2. Cold cream and antiseptic. 3. Hand lotion 
with antiseptic, showing clear zone of inhibition. 4. Honey and almond lotion with antiseptic added. 5. Lipstick and antiseptic. 
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6. Cleansing cream with no antiseptic. Note organisms growing. 
7. Cream with antiseptic added. Note width of zone inhibition. 


antiseptic in cosmetic creams to maintain sterility of 
finished product. 


OTHER REASONS 


There are other reasons for adding antiseptic materials 
to cosmetic preparations. Bacteriological technicians are 
especially aware of the possible contamination from 
fingers, air, containers, etc. Public buildings and public 
gatherings of any kind are highly contaminated with 
almost every sort of fungus or bacteria known. 

Cosmetic preparations are usually alkaline in reaction. 
Ideal conditions for bacterial growth require mild alka- 
linity, warmth, moisture and food. A cosmetic prepara- 
tion just about offers all that is required but the tempera- 
ture of incubation, which is supplied by room heat. 

Molds, on the other hand, usually desire an acid 
media. However, everyone has seen a cream or lotion 
go moldy, even though the media was not acid. 

Germs’ (bacteria and molds) can be easily transferred 


EPSOM SALTS IN BATH 


Epsom salts, magnesium sulphate has been known since 
1695 when it was first prepared as the hydrated Mg SO, 
7H,O. It can be employed as a bath salt and in various 
lotions according to John Glenn as brought out in an in- 
teresting article in the May issue of Soap, Perfumery and 
Cosmetics. 

The well-known purgative action of Epsom salts has 
led to the belief that its external use as a bath salt will 
result in a similar purgative action through the skin, 
and consequently will lead to a reduction in weight. The 
salt is, in fact, much used by jockeys for this purpose. 
There is some justification for this belief, as it acts 
internally by causing a flow of moisture from the intes- 
tine wall. In the same way it possibly stimulates the 
sweat glands when present in a hot bath, which of 
course counteracts its marked astringent properties in 
cold solution. In order to produce a slimming bath 
salt it is merely necessary to color and perfume a suit- 
able grade of magnesium sulphate. It is obtainable 
in two forms, pea crystals and the so-called “feathery” 
crystals. The latter are undoubtedly to be preferred, 
as they have less resemblance to the pea crystal sodium 
carbonate used in ordinary bath salt. The pea variety 
appears to have a greater tendency to efflorescence. 

Very often the salts are marketed untinted, as they 
are usually offered in a carton, the whole of the con- 
Instruc- 
tions should be given to have the water as hot as 


tents of which is to be employed in one bath. 


from the fingers to the cream, and from the cream to the 
face. Theoretically, this is a very unhygienic operation, 
and is one of the main reasons for the use of antiseptics 
in cosmetic preparations. 


STERILIZING ACTION 


If the cream or lotion contains an antiseptic, any 
germs transferred to the cosmetic will be killed, or at 
least prevented from multiplying. (Bacteria multiply 
rapidly—in 24 hours, millions coming from one bac- 
terium.) The cosmetic becomes self sterilizing, as it 
were. 

Such an antiseptic material must be highly potent in 
dilutions of at least 1:20,000; it must be colorless, odor- 
less and non-irritating; it must have no effect on the 
appearance or odor of the cosmetic; it must be stable 
over long periods of time; it must be effective against 
the major kinds of germs met in everyday life. 

In addition to sterilizing itself, a cosmetic containing 
an antiseptic also will tend to prevent the growth of 
germs on the skin, for it will be left in contact with the 
skin over extended periods, and under conditions of tem- 
perature most suited for bactericidal action. 

Probably the greatest advance in cosmetics is making 
them hygienic. Adding an antiseptic of great activity in 
high dilution will help maintain a sterile cosmetic prep- 
aration. It will possibly tend to prevent communication 
of diseases to some extent. [t will supply the antiseptic 
element to cleansing creams usually ascribed to soap 
washing, an element other than mechanical. 


‘American Perfumer, June 1938, p. 28. 
*The term “germs” as it is used in this article refers to all 
& 
micro-organisms, bacterial and fungoid. 


SALTS AND LOTIONS 


possible, and to remain in the bath for about twenty 
minutes. Four to eight ounces in a bath of water is 
usually considered satisfactory. 

It must not be forgotten that the effect of adding the 
salts to the water is to produce a considerable degree of 
artificial hardness, rendering production of a satisfactory 
lather with soap quite impossible, so it would be advis- 
able to point out that the slimming salts are to be used as 
such and not as ordinary bath salts. And as, of course, 
magnesium sulphate is incompatible in solution with 
sodium carbonate, it cannot be incorporated as an in- 
gredient in ordinary bath salts; nor can a compound 
slimming salt be made containing, say, sesquicarbonate. 

Magnesium sulphate solutions are astringent, cooling, 
and also appear to be definitely anesthetic when ap- 
plied to irritated surfaces in which the skin is not broken. 
It is useful therefore as a constituent for lotions in- 
tended to relieve insect stings, slight sunburn, or as an 
ingredient of deodorants and general toning lotions. 

A cold concentrated solution will give considerable 
relief to insect stings, and is especially valuable when 
there is some doubt (as perhaps with a child) whether 
the sting has been caused by a bee or a wasp; for the 
commonly used lump of soda or other alkaline substance 
is useless against the latter. 

A hot saturated solution is also a valuable agent in 
treating common acne: when the eruptions are ripe 
an application on a pad rapidly leads to their breaking. 
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How Cosmetic Law Will Be Enforced 


No Standards of (Quality and No Proscribed List of Aromatic 


Chemicals or Essential Oils 





—~Men Who Will Enforce the 


Law— ‘Cooperation of Industry in Making Regulations Sought 


by ARNOLD KRUCKMAN* 


Ar this time Government officials of the Food and 
Drug Administration declare no standards of quality for 
the various substances used in the manufacture of per- 
fumes and cosmetics. There will be no proscribed list of 
essential oils and aromatic chemicals. The attitude of 
the Government, under the newly amended law, is that 
it is not even certain there are perfumes on the market 
that are harmful. 

Foreign manufacturers or merchandisers of essential 
oils and aromatic chemicals are in no way directly af- 
fected by the new law. There cannot, naturally, be any 
inspection of their plants or places of business abroad. 
Foreign manufacturers and jobbers are, however, indi- 
rectly affected by the control exercised over their type of 
wares when the merchandise is imported into the United 
States. But the extent to which the power of control 
and regulation will be exercised by the Food and Drug 


Administration is still unknown. 


WANT ADVICE OF TRADE 

Officials frankly state that they are facing a field en- 
tirely new to them, and that, in studying the problems, 
they eagerly welcome the advice, recommendations and 
cooperation of the trade. An extraordinary opportunity 
is offered the trade to work with the Government in for- 
mulating the principles of future relations between the 
supervising agency and the business that must be su- 
pervised. The Food and Drug people are traditionally 
good-tempered and sympathetic with all efforts to meet 
the law halfway, and under present circumstances will 
work earnestly to help those who seek to avoid the im- 
position of unnecessary and unintelligent burdens. 

The situation may be more clearly understood when it 
is recalled that during the hectic confusion of the clos- 
ing days of the last session of Congress, no additional 
funds were made available to the Food and Drug Ad- 
ministration to expand its machinery to meet the in- 
creased work the new law has put upon it. The Ad- 
ministration found it had no means to employ experts in 
perfumes and cosmetics, and that its veteran personnel 


candidly acknowledged it had no experience in the field. 


MEN WHO WILL DEAL WITH COSMETICS 


But since the law had to be put into operation, the 
only thing that could be done was to create a special 


* Washington Correspondent. 
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organization out of the personnel in the organization. 
Roy S. Pruett, who has been chief chemist at the New 
Orleans station, was summoned to Washington to take 
charge of the preliminary study of the cosmetic industry. 
Mr. Pruett, tall and heavy-set, about thirty-five, is thor- 
oughly familiar with the complete scope of the Food and 
Drug work preceding the recent amendment, but smil- 
ingly says that he must learn about perfumes and cos- 
metics by exploration and investigation. He will wel- 
come any member of the industry who comes to Wash- 
ington and calls upon him. He wants to learn, and he 
wishes to be helpful. 

Pruett is assisted by Dan Dahle, formerly chemist in 
the Beverage Section. Dahle will be in charge of all 
analysis, and also is interested in learning many things 
directly from the industry. 

The third major member of the new section is H. C. 
Calvery, until his transfer to this work, a member of the 
inorganic chemical section. It will be his particular 
work to test and investigate poisonous substances used in 


cosmetics. 


PRELIMINARY SURVEY STARTED 


The present work of these men is to conduct a prelim- 
inary survey. This survey will be based upon field work 
done by the staff of the Administration in the sixteen key 
cities: San Francisco, Los Angeles, Seattle, Denver, 
Chicago, Kansas City, Minneapolis, St. Louis, Cincinnati, 
New York, Boston, Philadelphia, Baltimore, Buffalo, 
Atlanta and New Orleans. The general regional district 
headquarters are located in New York, Chicago, and 
San Francisco. The field workers will confer with cos- 
metic manufacturers and perfume makers and will gather 
samples of materials from all those whom they interview. 
The inspectors will forward what they gather to the 
station to which they are attached. Here the samples 
will be analyzed and the information will be assembled. 
It should be remembered that like the heads of the Sec- 
tion in Washington, none of the field personnel has any 
training in perfume or cosmetic work. The chemists 
and inspectors in the field stations will send the material 
they assemble to the Washington office. Here Mr. 
Pruett and his associates will study the analyses and the 
data, and the information they gather otherwise, and 
from these data they will formulate the regulations and 
specifications that will eventually control the perfume 
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and cosmetic industries under the new law. Strictly 
speaking, the Cosmetic Section has not yet been officially 
created. It will be operating in full force when the law 
becomes wholly effective in June, 1939; and there is no 
doubt that Mr. Pruett will be the permanent chief. It is 
also extremely probable that Messrs. Dahle and Calvary 
will be his chief assistants. 


HARMFUL COSMETICS PROVISIONS 


While the main body of the new law does not become 
effective until June 28, 1939, Section 601 (a), governing 
“harmful cosmetics” is already effective. This section 
declares that a cosmetic, (which is the legal definition 
under the Act for perfumes) shall be deemed adulterated 
if it bears or contains any poisonous or deleterious 
substance which may render it injurious to users under 
the conditions of use prescribed on the label, or under 
such conditions as are usual. The emergency powers 
conferred under this section have already been exercised 
by the Administration in several special cases. 

FIRST SEIZURE 

The first instance was a seizure of an eyebrow and 
lash dye in Milwaukee. The merchandise was manufac- 
tured in California, and was seized through the agency 
of the Federal District Attorney in Milwaukee at the in- 
stigation of the Administration. The Government 
charged the product is adulterated with a poisonous or 


a coal-tar 





deleterious substance, paraphenylene diamine 
derivative dangerously injurious to the eyes. The Gov- 
ernment charged the drug already had caused blindness. 
In this, and other cases, the Government acted under the 
authority to seize dangerous cosmetics, and to fight the 
legality of the proceeding after the seizure. 

Mr. Pruett and other officials of the Administration 
declare that the responsibility for the harmlessness of 
finished toilet preparations and cosmetics rests entirely 
upon the manufacturer. They underline the point that 
no standards of quality for essential oils or aromatic 
chemicals will be set up, the thought behind this decision 
being that the harm done by a particular product does 
not necessarily depend on the presence of a poisonous 
substance, but on the quantity of the latter used and its 
relation to the completed formula. 

EFFECT OF LAW ON FOREIGN MANUFACTURERS 

Assistant Chief of the Administration, Dr. P. B. 
Dunbar, feels particularly encouraged because the more 
harmful cosmetics have in large part already been 
voluntarily removed from the market. Like Chief 
Campbell and Assistant Chief Dunbar, other officials of 
the Administration feel that the indirect effect of the new 
law on foreign manufacturers of aromatic chemicals, and 
others, will result from adjustments in the formulae 
used in the United States in making hair preparations, 
cold creams, lip sticks and many types of powders. They 
point out it is in the fields where large parts of the skin 
are repeatedly treated by preparations, that the provisions 
of Section 601 (a) particularly apply. They anticipate 
that demand for certain imported ingredients will lessen. 
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and that certain substances, imported from abroad, may 
be omitted and replaced by domestic materials, possibly 
synthetic substitutes. It is unfair probably to assume 
that this intimation indicates any tendency in their minds 
about the regulations now in process of crystallization. 


LABELING PROVISION MOST IMPORTANT 


The Food and Drug people emphasize that one of the 
most important provisions affecting toilet preparations is 
that which governs labeling and packaging; and the 
claims that may be made for the products. This provi- 
sion goes into effect June, 1939. Apparently there is a 
feeling that a thorough understanding of this provision 
has a bearing on all aspects of the relations between the 
industry and the Administration. A preparation will be 
misbranded if the label is false or misleading in any 
particular; and a package must bear a label, or con- 
tain a label, giving the name and place of business of 
the manufacturer, or of the packer or distributor. A 
very precise and exact statement of the quantity of the 
contents of the package or container must be made. The 
law requires that all information must be printed con- 
spicuously, and in such simple terms that the ordinary 
purchaser will easily understand, or can readily ascer- 
tain, what the ingredients are. The definition of false 
and misleading labels is very clear and plain. It is 
about the same as it has been in the past. 

The Supreme Court has interpreted this provision in 
a strictly literal sense, and it is expected the law will 
be literally obeyed. 


WILL ANSWER LABELING QUESTIONS 


Any question concerning an individual and specific 
product is expected to be placed before the Administra- 
tion, which will clarify any doubtful points for either 
the manufacturer or the consumer. The Administration 
also emphasizes the point that it has no jurisdiction 
over advertising except labels. Under certain rare cir- 
cumstances the quantity contained in a miniature pack- 
age may be omitted; but such omission may be justified 
only by special permission granted by the Secretary of 
Agriculture. 


HOW PERFUMES WILL BE REGULATED 


The manufacture of perfume, it is pointed out by Mr. 
Pruett, is subject to regulation of conditions in the fac- 
tory or laboratory. The new law in defining adulteration 
states: “Supervision of cosmetics .. . 
tions under which they are . 


. includes condi- 
. . . prepared, packed, or 
held, under unsanitary conditions, whereby (they) may 
be contaminated with filth, or whereby it may be rendered 
injurious to health.” 

The present situation may be summarized by the state- 
ment that the Administration is inadequately informed 
about the cosmetic industry, has made no plans for com- 
plete enforcement of the law affecting it. is studying the 
whole business with its personnel evidently untrained 
specially for the purpose. and will welcome every 
cooperation from the industry in formulating its 
regulations. 
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Tests for Cosmetic Advertising 





How to Comply With New Federal Laws— Claims About 


Cosmetics That Are NOT Acceptable 





Claims Subject to Cau- 


tion—Handy List for Testing Claims Prepared by T.G. A. 


Tue following guides for acceptable advertising copy 
for cosmetics under the Wheeler-Lea amendment and the 
new Federal Food, Drug and Cosmetic Act are offered 
by the Toilet Goods Association: 

Advertising claims embraced in the cautionary list set 
forth below should not be published or distributed unless 
approved by the Board of Standards of the Toilet Goods 
Association, or sufficiently corroborated by the advertiser. 

A statement which may be inacceptable for the ma- 
jority of cosmetics may be permissible in a particular 
instance where special proof is available. 


CLAIMS SUBJECT TO CAUTION 


1. Claims that any preparation may be utilized to 
attempt to prevent baldness and loss of hair. (Such state- 
ments may be acceptable when accompanied by instruc- 
tions for adequate massage with the preparation to stimu- 
late flow of blood to the scalp). 

2. Claims that any preparation which may be applied 
to the skin as a cosmetic or utilized as a mouth wash is 
antiseptic unless it is a germicide. (Except certain prepa- 
rations which, if utilized as a wet dressing, ointment or 
dusting powder, or in such other use as involves pro- 
longed contact with the body may prevent infection). 

3. Claims that any powder will not clog the pores. 

4. All claims for vitamins in cosmetics. (This matter 
is now under investigation by the Federal Trade Com- 
mission, and the Food and Drug Administration). 

5. All claims for hormones in cosmetics. (The use of 
hormones has recently been the subject of 2 warning by 
the American Medical Association). 


CLAIMS NOT ACCEPTABLE 


1. Claims that youth can be restored to the skin by 
cosmetics. (The use of cosmetics gives a more youthful 
appearance to the skin). 

2. Claims that any preparation applied locally will 
rejuvenate any gland or cure or prevent double chin or 
flabbiness of the facial muscles or will restore the youth- 
ful lines of the face or have any effect in altering the 
shape or structure of the face or neck muscles. (Certain 
preparations applied with proper manipulation, massage 
and exercise may tend to improve the facial contour). 

3. Claims that the skin can be fed or nourished by 
external application of a cosmetic. (The Federal Trade 
Commission has taken the position that nourishment of 
the skin can only be supplied through the blood stream.) 

4. Claims that any preparation used externally can 
restore the natural oils of the skin. (Skin dryness may be 
relieved by application of certain cosmetic preparations). 
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5. Claims that any preparation will remove wrinkles 
or crows feet. (Certain preparations will temporarily 
tend to reduce the appearance of wrinkles and crows 
feet). 

6. Claims that any preparation will permanently re- 
move freckles, moth patches or other deep skin discolora- 
tions or safely peel the skin. 

7. Claims that any preparation applied locally will 
cure acne. (Some preparations will cause skin blemishes 
temporarily to disappear ). 

8. Claims that any preparation will prevent or remove 
blackheads. (The use of certain preparations together 
with the proper care of the skin tends to prevent black- 
heads from forming and will have the effect of facili- 
tating the easier removal of the blackhead. 

9. Claims that any preparation which can be applied 
to the skin in any way as a cosmetic or used as a mouth 
wash is absolutely antiseptic or that any such preparation 
will destroy all germs. 

10. Claims that any depilatory preparation contain- 
ing a sulphide can safely be used for the removal of 
facial hair. 


11. Claims that any preparation will cure baldness or 
cause hair to grow. 

12. Claims that any preparation being applied to the 
scalp is a cure for dandruff. (Many preparations will 
assist in removing the loose scales of dandruff, and by 
regular use may help to prevent the appearance of such 
loose scales). 

13. Claims that any preparation will restore color 
to hair. (The preparations which affect the color of 
the hair are in fact dyes or tints, and not color restorers). 


14. Claims of any value for the use of vitamins or 
hormones in the preparation of nail polish. Claims that 
any nail polish will prevent or cure brittleness of the 
finger nails when applied externally or will nourish or 
feed the nail. (Certain preparations may be valuable in 
lubricating or softening the nails temporarily). 

15. Claims that any tooth powder, paste or mouth 
wash will restore whiteness to the teeth. (No teeth are 
white. Claims that certain preparations will aid in pre- 
venting discoloration and restore lustre or brightness to 
the teeth are acceptable). 

Claims that any such preparation will protect the sur- 
face of the teeth unless the claim is limited to the open 
surfaces of the teeth. 

16. Claims that any tooth powder, paste or mouth 
wash will prevent or cure pyorrhea or receding gums. 
(In conjunction with vigorous massage such preparations 
will aid in stimulating the gums [Continued on page 50] 
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Nossi Bé: One of the far corners of the world from which perfumery raw materials are gathered. 


OIL YLANG YLANG 


\ Survey by DR. ERNEST GUENTHER 


Chief Research Chemist, Fritzsche Brothers, New York, N. Y. 


Tue night was warm and heavy with the scent of 
tropical flowers. The trade winds rustled through the 
leaves of tall, slender palm trees swaying gently in the 
sea breeze. The sweet fragrance of frangipani, champaca 
and ylang ylang penetrated the shutters of our scantily 
furnished veranda. In the dim light of an oil lamp we 
lounged in wicker chairs, smoking, drinking and relax- 
ing after a hot, strenuous day’s work in the ylang ylang 
fields, surveying, photographing and distilling. 


QUIET IN HELLVILLE 


Our meager supply of ice had run low and the whiskey 
tasted insipid. The house boy was sent to Fong Pon’s, 
the tawdry Chinese shop which supplied Hellville with 
its merchandise of all sorts. Nine o’clock and Hellville. 
Nossi-Bé’s capital, was enshrouded in silence. There 
was nothing to do but sleep—no bar, no restaurant, no 
cinema to keep the few white inhabitants awake long 
after sunset: and it is surprising how much sleep one 
can enjoy after a whole day of rambling through the 
plantations. Heat and sun exhaust the body and a long 
night’s rest comes as a great relaxation, once one be- 
comes accustomed to sleeping through a tropical night 
with all its strange sensations, weird noises and insects. 

Our group of friends was still awake listening to the 
soft music of a few Victrola records—Spanish songs and 
dances, plaintive Granadinas, fiery Sevillanas, wailing 
Malaguenas, recalling days of travel in sunny Andalusia, 
balmy nights and starlit skies in some “pulqueria” under 
the canopy of twining vines and walls painted white by 


* First of a series of articles on the cultivation, distillation and 
properties of Oil Ylang Ylang. 
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the silvery moon; the twang of guitars and the staccato 
tread of passionate dancers wearing jasmine flowers 
above their ears and a curl of black hair on an olive- 
skinned forehead. 


/ 
NOSSI-BE ISLAND OFF MADAGASCAR 


It all seemed so far away in that distant corner of 
the world, in Nossi-Bé, a small island off the northwest 
coast of Madagascar. We listened in silence, drank 
whiskey and talked—the Captain, about adventures on 
the Seven Seas; the Planter, about crops; the Chemist. 
about ylang ylang distillation. And we planned for the 
morrow, for on Sunday morning we expected to set out 
on an excursion in outrigger canoes to the neighboring 
islands. 

Eleven o’clock—high time to retire! We took our 
flashlights (Nossi-Bé has no electric or gas light) and 
descended the steep steps of the Captain’s house. The 
stars glittered brightly and their diffused light faintly 
revealed the contour of the low-built houses, mostly 
wooden, on both sides of Hellville’s main street. From 
a broad lane in the center towered luxuriant trees apvear- 
ing gigantic in the silent darkness. A last goodnight to 
my friends and strolling up the deserted street, I passed 
the littke church which, on nights when it gleamed 
white, reminded me of a “Chapel in the Moonlight” 
then a low government building with a few antiquated 
cannons in front—then the town prison, all quiet and 
asleep. My “hotel,” a low stone building, belonged to 
Fong Pon, the Chinese trader. Only one or two of the 
sparsely and primitively furnished rooms were occupied 
at a time and usually I was the only guest. 

\cross the stone steps of the house and over the ver- 
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anda flitted large cockroaches and from the woodwork 
hung spiders. I closed my veranda doors and window 
shutters and, turning off the flashlight, lighted the dim 
oil lamp. A primitive metal bed, a shaky table and a 
chair were the only pieces of furniture in the sweltering 
room. My suitcases lay on the floor and from a few 
nails on the wall hung my khaki clothes. With my 
Flit gun, most priceless of traveling requisites, I chased 
a few insects. Inside the mosquito netting | felt com- 
paratively safe and relaxed on the hard mattress, dead 
tired, having slept little during the preceding nights. 


SLEEP IN THE TROPICS 


A few large rain drops fell against the windowsill and 
in a few moments a tropical shower beat down in wild 
fury. A strong gust of wind rattled against window and 
veranda shutters, tearing several open in the adjoining 
room and slamming them shut. No thought of sleep! 
There was no glass in the windows and through the 
shutters the wind blew a spray of rain, thoroughly wet- 
ting one side of the bed. The storm abated as quickly 
as it had come, the air was invigorating and cool and 
I tried to sleep—a half-hour perhaps when, horrible 
recollection of previous nights, a dog started barking, 
first a single bark in the distance followed by another 
and others. Dozens of dogs in the neighboring gardens 
barked in crescendo, bayed and howled in an endless 
nocturnal inferno. One o'clock, two o'clock, | must have 
fallen asleep when, suddenly, a rooster started to crow, 
first one in the distance with another answering until 
it assumed the proportions of a crowing contest, the 
nearest rooster seemingly outdoing all the others. Half 
past three in the morning and | knew the sun would 
rise at six o’clock and my house boy would enter the 
room. I turned and tossed, tired, hot and perspiring, 
still trying to catch a few minutes’ sleep. 

The house boy from the Chinese shop opened the 
veranda door. He brought a small pitcher of water 
and a bottle of Vichy with which I might wash my mouth. 
He also carried my daily laundry which he had washed 
the day before in lukewarm water, very probably with 
his own in one tub—and I knew what that meant. 

I shaved before a broken wall mirror. descended the 
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In Hellville the traveller finds peace and repose in an inviting environment. 





veranda steps and entered the “bath room,” a small 
square room, mud plastered, and empty except for a 
ten-gallon drum hanging from a cord on the ceiling. 
My house boy filled it every morning with water. From 
the few holes of a rusty little shower-head dripped 
some water, lukewarm, and I took my morning “shower.” 
How I longed for a real pressure shower, steaming hot 
and icy cold, such as one enjoys in American hotels. 
“Ah, is this not happiness,” as Chen Shengt’an, the 
philosopher, would have said in anticipation. 

My friends arrived in a roadster and we drove through 
the Indian and native quarters of Hellville toward the 
open country. The road was bad and the car bounced 
over ruts and holes washed out by the night’s shower. 
The road wound through dense tropical verdure, around 
rugged volcanic hills, past native villages huddled be- 
neath tall palm trees, along coffee, vanilla, pepper and 
ylang ylang plantations, through extensive sugar fields 
stretching over the wide coastal plains and _ finally, 
mounting again, entered woodland heavy and green. The 
fragrance of ylang ylang and champaca hovered in 
the hot air and from the steaming ground rose a whitish 
blanket of vapors. Birds in colorful plumage fluttered 
in large-flowered magnolia trees and humpbacked buffa- 
loes slowly plodded through heavy marshland. Native 
girls and children, soft-eyed and velvety brown skinned, 
in white or gaily painted scarfs, picked ylang ylang 
flowers from bent branches and threw them into baskets 
gracefully balanced on their heads. Others deftly pol- 
linated vanilla flowers with wooden needles. There was 
happiness and laughter in the air and leisure in work. 
\ few hours of easy toil, sufficient to earn a few cents, 
and the rest of the day may be spent in pleasant loafing. 
\ group of chattering girls carried their flower harvest 
to a neighboring distillery and quickly scattered into 
the bushes when we approached with our camera. Afri- 
cans have a superstitious fear of being photographed 
and much coaxing is necessary to induce them to pose. 


EXTENSIVE PLANTATIONS EMPLOY HUNDREDS 
\ quick breakfast at the home of one of my friends 


on top of a hill. From the open porch we could over- 
look his extensive plantations on which hundreds of 
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natives were busy. Distant groves of ylang 
patches in fields of sugar, rice and manioc 
afar glittered the Indian Ocean. 

We drove toward the coast and quietly approached a 
winding river flowing slowly and silently between dense 
mangrove covered banks. Two large crocodiles sunning 
themselves in the sand slithered toward the water and 
disappeared with a gurgling splash into the muddy 
depths. Crocodiles, the curse of Madagascar’s rivers, 
lakes and water pools are numerous all over the country 
and fatal accidents happen frequently to bathing natives 
and to women washing clothes on the river banks. The 
sly crocodile approaches stealthily in the muddy water, 
snaps at a hand and draws the hapless victim into the 
depths, to devour it in its lair usually a cave dug out 
somewhere beneath an overhanging bank. Cattle, too, 
are often lost when they go down to the river in the 
evening to drink. The crocodile hides in the mud of the 
shallow waters; and with a terrific snap gets a firm hold 
on the sensitive snout of its prey and submerges its mouth 





and nose just enough to drown and fell the animal. 
Pulling the victim into the water is easy enough for the 
powerful ravager. 

At the boathouse we rigged a twenty-foot sloop and 
sailed down the narrow river and out into the open 
sea. The monsoon filled the main sail and with a swift 
back breeze the boat cut through the blue, transparent 
water foaming white in our wake. Two hours of delight- 
ful sailing over the limpid Indian Ocean with flying fish 
playing around the boat; then we anchored before a 
planter’s stone wharf and mounted the stairway leading 
up the white bank toward a comfortable home over- 
shadowed by heavy palm trees. A luxuriant garden of 
bougainvillea, magnolia and ylang ylang stretched be- 
neath the wide porch on which we indulged in the de- 
light of whiskey, soda and clinking ice. 

Across the bay gleamed a native village, a former 
white trading center, now deserted and almost devoured 
by the invading jungle. We decided to visit it in two 
native outrigger canoes, for the water on that shore was 
shallow and our sailing boat too deep to land on the 
flat beach. What pleasure to skid in a native “pirogue” 
with a fair wind in its triangular sail, across the blue 
bay. chasing after, leaping over and cutting through 
foaming rollers. We bailed water from the bottom of 
the hollow canoe and, drenched with spray, arrived 
on the white coral beach. Before wading ashore we took 
a dip in the lukewarm water—too warm to be refreshing. 
Fear of the numerous sharks prevented us from swim- 
ming farther out. 

We strolled through a native village, its palmleaf 
thatched bamboo huts constructed on poles three feet 
above the ground. Good-looking native girls waved from 
the open windows of a former white trading center, now 
almost deserted and in ruins. 

The road led up a steep volcanic hill and our hearts 
beat heavily from heat and exertion. Winding through 
dense greenery, along vanilla and ylang ylang planta- 
tions, we finally reached a planter’s house. A gorgeous 
view from the porch, down the canyon and out across 
the immense mirror of the Indian Ocean! A good lunch 

not even in their most distant colonies do the French 
forget or neglect the art of gastronomy, a visit to the 
planter’s ylang ylang distillery, to his vanilla “atelier” 
where the harvested fruit is cured. dried and packed and 
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finally we descended to the shore, sailed in the canoes 
to our anchored boat and hoisted sail for Nossi-Bé. 

The sun was already setting and soon nightfall would 
be upon us. Wind, sea and current were against us. 
The short boat heaved heavily, bounced and leaped and 
thudded into the choppy breakers. White spray washed 
the foredeck and often we sailed on beam ends. We 
tacked and tacked yet did not seem to make any headway. 
The Captain was an excellent sailor but quite helpless 
in the face of the adverse elements. The breeze stiffened, 
the sea became rougher and the boat shipped water. 

Night fell, wind and waves abated. Silently we floated 
over the quiet sea, groping our way in the darkness, 
trying to discern the river’s mouth. Not a light was in 
sight. We glided along the dark shore, sharply on the 
lookout for a familiar sign, a landmark, an opening in 
the forest of mangroves which lined the shores like an 
army of ghosts and skeletons with knotted, twisted, 
gnarled legs and arms emerging from the water. 

\ NIGHT IN THE JUNGLE 

Something dark floated by, thank Heaven, the buoy 
marking the entrance to the river. We paddled around 
the bend trying to stay close to the river bank. A slight 
thump beneath the boat and we were stuck in the mud. 
Too late we realized that the boat was too deep for the 
low tide. There was nothing to do but remain on 
board all night and be eaten alive by myriads of blood- 
thirsty mosquitoes infesting these mangrove forests, with 
no fire or mosquito netting to protect us, or jump over- 
board and wade along the shore up the river. The latter 
seemed preferable; at least we had one flashlight and 
could probably find our way. We jumped, sank to our 
waists in the soft mud, waded toward drier land and 
stumbled along the shore. 

Impenetrable mangrove roots, dense as a network, 
forced us into the water. We splashed and shouted to 
overcome our fear of the crocodiles which we had seen 
in the morning and which we knew were lurking in the 
dark waters. Again we stumbled over slippery man- 
grove roots through a jungle of lianas. Up to our knees 
we sank into mud pools from which foul air bubbled 
up. We pulled one another out, swearing, cursing and 
slapping at mosquitoes whose sharp singing hovered 
in the hot and fetid air. There was an odor of decay 

how dreadful it would be to be lost at night in such 
a jungle! We knew that crocodiles are the most cow- 
ardly beasts, easily frightened off by noise, and we wal- 
lowed along, shouting and slapping, covered with slime. 
A fine ending to a lovely day’s yachting trip! 

Something dark and square loomed up in the dark- 
ness—the boat house at last! We helped one another 
climb up a slippery and slimy wall and, breathing 
heavily, stood finally on firm ground. 

We sank into our car, caught our breath, lit a cigarette 
and relaxed. Shivering in cold and exhaustion we drove 
through the balmy night. The air was scented with 
ylang ylang, frangipani and champaca. Native girls in 
white scarfs made way for the passing car and waved 
invitingly. We drove on into town, too tired and messy 
even for dinner. We stopped before my “hotel” and I 
climbed the steps, not minding the cockroaches and 
spiders, threw my wet clothes into a corner and sank into 
bed. That night no dogs or roosters kept me awake. 
I slept for the first time in Nossi-Bé. 
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The Lentheric advertisement announcing the ballet, invitation to the ballet, 








program of the dances, and the personal analysis chart 





BUT KEEP IT UNDER ONE BIG TOP 


How manufacturers can coordinate publicity, promotion, and advertising-—some examples 


by RUTH HOOPER LARISSON 


I HOPE cosmetic manufacturers will bear with me 
when I liken their business to a three ring circus com- 
posed of advertising, publicity and promotion. Today 
it is still too much like three separate circuses playing 
under separate tents when they should all be under 
one big top. Advertising starts off with perfectly swell 
copy appeal and worries through full pages, half pages. 
columns and inches of magazine and newspaper space. 
making an impression to be sure, while everybody con- 
cerned sits back and placidly contemplates his handiwork. 

But in the next ring, ladies and gentlemen, you'll see 
the publicity gal scurrying around working her fingers 
to the bone trying to get publicity breaks which break 
if and when she gets them—too late to be of any par- 
ticular good as far as the advertising is concerned. 

And in still the third ring will be the promotion 
plan (if any) under the wing of a perfectly conscientious 
“plodder” cutting a trail through the underbrush of 
resistence from store to store, always breathless, always 
wondering when the home office will recognize the im- 
portance of her firing line position and make better use 
of it. Seldom does the advertising campaign theme 
seep through to the promotion and only in a blue moon 
does promotion link up advertising and publicity in 
one enormous splash of persistent effort. 


MAKE COSMETICS NEWS 


All the real news in most papers is found in the 
columns written by the newspaper—seldom in the ad- 
vertisements. It isnt news when a two dollar cream is 
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priced at $1.00 and the words “New’—‘“At last”— 
“Now —etc., have rarely proved prophetic. But it is 
news when even a minor entertainment, a spectacular 
window display, or an excitingly informative lecture, 
moving picture, etc., is offered by the toilet goods de- 
partment and sponsored by a cosmetic manufacturer. 

A great part of cosmetic advertising’s value is lost for 
most companies because it isn’t backed up by publicity 
and promotion. Publicity has always been the under- 
nourished stepchild of cosmetic advertising. It is looked 
upon like manna from Heaven which is supposed to 
fall on the Just—but it is really a hill of potatoes which 
needs constant hoeing if a crop is to be gathered. Pub- 
licity costs money (just as advertising does but of a 
different sort) and needs as intelligent supervision and 
as wise planning. Most of all it must be synchronized 
to the advertising, aimed at the same copy appeal and 
furthermore—backed up by equally intelligent and syn- 
chronized promotion. Put all three under one big top 
and keep them related every step of the way. 

It’s just as sound today as it ever was to send five 
cents after a dollar—and probably more productive. 
While the “’ammer, ’ammer, ’ammer on the broad ‘igh 
way” gets places eventually, a screeching fire engine 
stops traffic in a twinkling of an eye and makes every- 
one take notice—at least until it has passed, the dust set- 
tled. and the slow plodding traffic once more closed in 
on the swathe the speeding engine cut through the high- 
way. That’s precisely what a coordinated program of 
advertising, publicity and promotion can do! 

Ordinary everyday selling over the counter has come 
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to be called promotion. It isn’t. Paying a salesgirl to 
demonstrate a line, blind or otherwise, is selling, but not 
promotion. Counter and window displays and _ sales 
helps of one type or another do come under the “pro- 
motion” heading—so what! Too frequently time and 
money are expended upon them without their leaving 
more than a ripple of response in either the store or the 
public memory. And yet in almost every promotion 
program there is the germ of a really worthwhile promo- 
tion plan which, if it were correlated to the company’s 
current or future advertising and publicity would go 


to town in a big way. 


WHAT OF THE DEMONSTRATORS? 

Moving goods over the cosmetic counter today has 
become a far more complicated procedure than it ever 
was in the past, and with the threat in the air of losing 
the demonstrator system it is a good time to knuckle 
down to methods which will work not only now, while 
it’s still open season for demonstrators, but which will 
prove a god send, if not supremely essential, if and when 
the curtain rolls down on the last hidden pusher. 

Well planned and executed department wide promo- 
tions accomplish far more in the long run than the daily 
push of one frail female which is met with an equal 
push of other frailer or equally as frail females plugging 
for their respective lines. Demonstrator sales level off 
the effort of every company involved. The sales in that 
particular store increase for each line only to the point 
where each particular frail female grabs sales away from 
other customers than her own. 


PLAN PROMOTIONS ON A WIDER SCALE 

Hence department wide promotions are becoming 
more and more essential. They take on added imvor- 
tance when they become store-wide, and by raising their 
appeal to the point where they are community-wide 

*ve got something! The wider their appeal the | T 
you ve got something: ne wider their appeal the longer 
lasting are the reverberations. Pro-rating the cost of 
the promotion on a time basis it comes to no more for a 
big promotion job than a series of little ones over a 
long period of time. But the dramatic impact upon the 
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Above: One of five Franklin Simon windows showing Revlon polish. 
Left: Revlon advertisement using theme of store wide promotion. 





public is pyramided several times, and leaves a persis- 
tent trail behind it for an even greater length of time 
than the constant little flurries at the counter of the 
usual “promotion.” 
IT’S ANOTHER WAY TO MEET PRICE CUTTING 

There is still another angle to take into account. 
There’s a valuable by-product which in itself would be 
reason enough for the extensive and often expensive 
promotion program. In holding the public’s attention 
and directing it by means of an original and interesting 
method to the products on sale, the emphasis is laid upon 
the line at its best rather than upon a cut price on a few 
questionable—or extremely popular numbers in the line. 
It is not selling the company out down the river as the 
“special price” sale so often seems to be. New customer- 
friends are made who have not even been in that store 
previously! They and other new customers for the line 
are not merely hearse followers looking for a break on 
cut priced goods. 


AND BUILDS PRESTIGE 

Of course the prestige building power of such pro- 
motions is familiar to everyone but particularly are those 
companies who have put on such promotions aware of 
the inestimable value of this additional prestige. Stores. 
too, profit in the reflected or almost direct glory of the 
occasion and their cooperation for such plans is almost 
without exception wholehearted and generous to a degree. 
That’s because they, themselves, know the value of cre- 
ating a peak of dramatic interest for the store’s mer- 
chandise. 

And in the last analysis it generally brings new ideas 
and new vigor into national as well as local advertising. 
There are times when good and original promotion 
plans have become the very heart of an advertising cam- 
paign and it’s been hard to say which one, the adver- 
tising or the promotion, helped the other the most. They 
should be born twins with publicity for a nursemaid. 

Some industries use no other method of procedure sea- 
son after season. But cosmetic manufacturers. with their 
attention riveted on the money it costs to move goods 
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Above: Lentheric promotion in window of A. Polsky Co., Akron, O. 
Right: Pamela Nape in her interpretation of Parfum Anticipation. 


over the counter by means of a company sales girl have 
so concentrated their attention on this one method of 
“promoting” sales that they have almost entirely over- 
looked the broader, sounder, three-point plan. 


TWO BULL’S EYES FOR COSMETIC PROMOTIONS 


Two outstanding exceptions which immediately come 
to mind, are the plans being employed by Lentheric and 
Revlon. Each plan is completely different from the 
other and while one is far more extensive than the other, 
each one is being employed to the hilt. The results in 
both cases are proof of the wise procedure which has 
been followed. Each detail was carefully thought out 
and planned ahead of time and all attention was focused 
on putting the thing over in its most finished form. Let’s 
look them over a bit closer and note some of the im- 
portant steps adopted. 


PERFUMES IN A “NEW DIMENSION” 


La Danse des Parfums Lentheric, a semi-classic ballet 
interpreting several of the Lentheric perfumes, is enough 
of a first class entertainment to have made a name for 
itself without the additional and adroit sponsorship of 
Lentheric. Outstanding talent in the field of art, music, 
and dance, created and planned this rather extensive 
entertainment many of the details of which you have 
read about in a variety of publications, no doubt. Then 
came the impressive announcement advertisement and 
its follow-ups. A beautifully executed invitation went 
out to store customers and informed them of the ticket 
waiting to be picked up by them—free—in the toilet 
goods department. When the big moment came for 
the show an elaborate program was presented to each 
guest which in text and pictures gives a condensed ver- 
sion of what they were about to see and includes the 
little “personality analysis chart” which is the customer’s 
lead-back to the toilet goods department. The chart is 
filled out for her while she waits with bated breath to 
learn which Lentheric perfumes suit her personality 
hest and—this is vital—to lure her into making a pur- 
chase which it seems customers made—in droves! 
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This promotion program has been used in four cities 
to date and is scheduled to renew its activities after Labor 
Day. It has received not oniy scads of local publicity 
(thanks of course to a well coordinated publicity de- 
partment at Lentheric) but has also received some ex- 
ceptionally fine national notices. Another element of 
the store tie-up has been the use of carefully decorated 
windows to form the important link between the Ballet 
and the toilet goods counter. 


REVLON CREATES A DISPLAY NOVELTY 


Another promotion plan which is ringing up sales on 
the cash register is the dramatic presentation of Revlon. 
Revlon have always keyed their line of nail enamels to 
fashion and have consistently, in all their advertising 
and promotion, emphasized the fashion angle of col- 
ored nail polishes. What more appropriate than a giant 
hand gracefully executed and nails decorated! A large 
display sheet in the foreground describes and names the 
shade used and its reason for being style-minded at the 
moment. 

The Revlon advertisement used in national publica- 
tions again lays all the emphasis on hands. Dramatic, 
arresting, and very convincing. Each window display 
showing a different giant hand, different costume, differ- 
ent accessories, and—inevitably—a different Revlon pol- 
ish. Inside the stores each cosmetic salesgirl wears a 
tiny decorative hand. the nails of which are lacquered 
in Revlon shades. Supplementary displays were set up 
in all related fashion departments and in one store in 
particular every salesgirl throughout the entire store 
wore a tiny Revlon hand. The company’s representative 
meets the public at the counter explaining, informing, 
and selling Revlon. Store advertising knits together the 
window and counter displays with the national adver- 
tising and the storewide promotion. 

This plan is being repeated in other cities with equal 
success. The key motif of the publicity is to “impress 
upon women the importance of nail enamel as a fashion 
Let’s have more of these first class 


accessory. ; 


promotions. 


NEW PACKAGES 


1 .. BOURJOIS: The new Triple Vanity 
offered by this company contains a full- 
sized lipstick as an integral part of the 
vanity itself. A side push-button ar- 
rangement makes the vanity easy to open. 
Two finishes are available: simulated gold 
or chrome with blue enameled stripes. A 
silver and gold finish paper box, velvet 
lined at the base, with white conventional 
flower design on the cover makes an effec- 
tive package for this useful vanity. 


2.. WINDSOR HOUSE: This company 
offers its face cream and perfume in con- 
tainers designed for re-use. The Cream 
of Orchids skin beautifier is packed in a 
molded wooden container tied with orchid 
ribbon. Within the wooden jar, the face 
cream is held by a paper cup which is 
sealed with a gold foil lid. The jar itself 
can be re-used as a cigarette holder. The 
Orchid perfume is also put up in a wooden 
container which conceals a_ glass vial. 
After use, it becomes an ornament for the 
dressing table. Both items are packaged 
in tweed-covered cartons, similar to those 
used with Windsor’s men’s preparations, 
with labels whose design and script let- 
tering convey a distinctly British flavor. 


®..SHULTON: Here is something a 
bit old-fashioned in toilet goods packaging 

a contrast to modern, streamlined de- 
signs. Shulton has gone back to 18th 
century America for inspiration for re- 
packing its line. The novel and decorative 
boxes are replicas of “bride’s boxes” of 
this early period and the glass bottles are 
hand-molded after the model of 18th cen- 
tury hand painted Stiegel bottles. While 
the early American note has been carried 
throughout the line, it has been varied 
with good effect from package to package 
by changing the central figures and the 
structure of the flower motif. The name 
“Shulton” has been relegated to an out- 
of-the-way position on the box bottoms and 
on removable bottle tags. 


4.. YARDLEY: “The Voyager” a new 
travel package contains a flat purse-sized 
bottle of English lavender and a bottle of 
smelling salts. The salts, which have a 
faint lavender odor, are recommended for 
use while traveling to combat headache, 
nausea, and weariness. The bottle con 
taining the lavender has a cap made of 
gold metal and white porcelain. The bot- 
tle of smelling salts has a black plastic 
cap. Both have gold printed labels. The 
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inclusion of smelling salts in this package 
signifies the growing interest in this item 
for summer comfort. 


65 ..LENTHERIC: This firm challenges 
the hot weather with a full line of bath 
preparations. This includes bath oil in 
the various floral odors, a frosty-cool glass 
jar of bath torpedoes which are glistening 
little pastel pellets filled with fine bath 
crystals, soap to match the bath fragrance, 
talcum in a_ pink and _ fuchsia “Bal 
Masque” cylinder, bath powder with 
swansdown puff also in the “Bal Masque” 
motif, and, of course, Bouquet Lenthéric 
in all the well-known scents. 


& .. JOHNSON & JOHNSON: A DeLuxe 
Baby Gift containing a luxurious assort- 
ment of baby toiletries is now offered by 
Johnson & Johnson. The assortment con- 
tains two packages each of Johnson baby 
soap and baby powder, the items most 
frequently used, as well as a jar of baby 
cream and a bottle of baby oil. The gift 
box is attractive and “new-babish” in 
dainty pink and blue. 


7 .. OGILVIE SISTERS: In keeping with 
dressmaker trend in Ogilvie 
Sisters assemble their famous essentials 
for summer hair care in a soft, feminine 
pouch bag. The fabric is of 


fashions, 


nautical 
pique, and comes in navy and white, red 
and white, or black and white. 
opens easily by 


The bag 
means of Glida_ slide 
The lining is made of Glidex, 
a patented waterproof material. The bag 
contains a tonic cleanser, protecsun, creme- 


fasteners. 
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set for wave setting, a colorful bandana, 
in red or blue nautical design, and a comb. 


8 .. PRINCE MATCHABELLI: A_ new 
conceit for refreshment during soaring 
summer days is the intriguing Kerchief 
Cologne Trio package brought out by 
Prince Matchabelli. The three most popu- 
lar Prince Matchabelli lilac-garden frag- 
rances, Duchess of York, Easter Lily, and 
Georgian Cologne in the form of cologne 
are tied together with a gay, printed ker- 
chief and a sprig of summer blossoms. The 
reason for the kerchief in the package is 
to encourage the use of cologne on one’s 
kerchief as a fresh pick-me-up during the 
day—in addition to the regular use on the 
skin. The cologne bottles are the tradi- 
tional Matchabelli royal sceptre bottles 
with the gold metal sceptre cap. The pink 
and white flowered box also carries the 
royal insignia. 


9 .. DOROTHY GRAY: A Hot Weather 
Cologne is this firm’s summer offering in 
either rose geranium or their regular eau 
de cologne fragrance. The generous 12- 
ounce fluted bottle is decorated simply by 
a gold foil band around the body of the 
bottle near the neck and is lettered in 
white. The fluted molded plastic cap is 
also white. 


10... ELIZABETH ARDEN: This com- 
pany offers a handsome new Sun-Pruf Kit 
for the vacationer and week-end traveler. 
It contains dusting powder, skin tonic, 
Velva cream, Cameo powder, lipstick, Sun- 
Pruf cream, tissues, and comb. The fine 


alligator grain hand-bag is available in 
brown, navy, light blue, and red. The silk 
lining is peach-colored as are the con- 
tainers of the various items in the case. 


11... CORDAY: This firm’s well-known 
“Toujour Moi” Eau de Cologne is now 
offered in a new size just right for week- 
end luggage. The bottle and glass stopper 
are fluted in an artistic pattern. The 
gold foil label on the buff-colored alli- 
gator grain paper box also appears on the 
bottle which, in addition, carries a gold 
foil band around its neck. The labels 
and the band are lettered in black. 


12. . LESQUENDIEU: The Tussy Vaca- 
tion Cleansing Cream comes in a huge 
white pound-sized opal jar. The name 
“Tussy” is lithographed in white over the 
entire peach-colored label. The name of 
the product as well as the Tussy name is 
surprinted in black. The cream, a cool, 
mentholated cleanser, is a timely summer 
item. 


13 . . JAQUET: Double strength Cologne 
Parfumée concentrated, a cross between 
perfume and cologne, is this firm’s new 
contribution to summer retailing. Light 
pink and green lines, crossbarred in dimity 
fashion, on both the cream-colored box 
and the bottle give a quaint, summery 
effect. The neat cream-colored plastic cap 
with the Jacquet named lettered on gold 
on top harmonizes with the gold foil label 
printed in cream. The cologne parfumée 
is offered in three fragrances: magnolia, 
honeysuckle, and jasmine. 
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New Line of Cosmetics: Mary Pick- 
ford Cosmetics, Inc., announces its 


































new line of moderately priced cos- 
metics. The line includes a_non- 
liquifying cleansing cream, beauty 
soap, tissue cream, cold cream, skin 
freshener. 
each in six popular shades, and lip- 
stick in colors to harmonize with 


face powder and rouge 


rouge shades. The color scheme of 
all the packages is Miss Pickford’s 
favorite shade of blue—W edgewood 
combined with white. A cameo of 
Miss Pickford appears on all con- 
tainers and packages except the lip- 
stick and is embossed on the soap. 
All labels are in blue with Miss Pick- 
ford’s signature in white. The jars 
are white opal glass, capped with 
white metal closures. The skin fresh- 
ener bottle is also capped in white 
metal and is decorated with flower 


sprays. 
Cologne for Men and Lotion for 
Electric Shavers: Two new items de- 
signed to appeal to the masculine 
taste are offered by the Windsor 
House. The new cologne derives its 
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NEW LINE OF COSMETICS 


LIP LINER 


name and package design from the 
famous make of automobile. The rib- 
Philippine mahogany 
container repeats the design of the 


bon-grained 


accompanying tweed carton. As a 
companion toiletry, the company also 
presents a pre-shave lotion for those 
Packaged 
similarly, the lotion comes in a bev- 
elled glass flask with flared wooden 


who use electric shavers. 


stopper. 

Lip Liner: Endeavoring to perfect 
efficiency in lipstick application, Rose 
Laird has created a lip liner. The 
liner enables the user to outline the 
mouth more definitely and thus 
avoid a ragged lip-coloring appear- 
ance. The stick looks very much like 
a refill lead pencil and it works on 
the same principle, i.e., the lip pen- 
cil appears with a twist of the cap 
which is white. The little label on 
this cap indicates the shade. The 









pencil-point cover is aquamarine let- 
tered in white. 


Powder for Hay Fever Sufferers: 
Charles of the Ritz has a powder 
especially made for women who suf- 
fer from hay fever or asthma. This 
powder, it is maintained, will not 
irritate the sensitive nose or throat 
of these chronic sufferers. The pow- 
der does not come already boxed. 
Instead, the company offers to blend 
a shade for the individual skin for a 
sample which can then be ordered if 


desired. 


Cream Deodorant: The Pearson 
Pharmacal Co., makers of the well- 
known Dew liquid deodorants, has 
introduced a new cream deodorant, 
Dri Dew. It is claimed to be non- 
irritating, non-greasy, and harmless. 


It comes packed in a white open jar 


with a black metal screw cap. 
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A MODEL COSMETIC LAW? 


IT IS NOW probable that many states will consider 
new state food, drug and cosmetic laws. Will the states 
model their statutes on the new federal law? Or, will 
they follow the lead of Louisiana or do something else? 

The industry cannot grow and prosper if it is to be 
hampered by 48 or less different state drug and cosmetic 
laws. Just as traffic lights should be the same in all 
states to expedite transportation without confusion, so 
too should many of our other relations, particularly 
commercial relations, be on a uniform plane where busi- 
ness may be done freely. 

The suggestion that the industry sponsor a model 
cosmetic law and seek its enactment in all of the states 
is sound. This idea has proved successful. Thus, each 
of the 48 states adopted the same statutes in two con- 
spicuous instances: the negotiable instruments law and 
the uniform sales act. Both took years to accomplish. 
But in both instances results justified all of the effort 
needed to bring about uniformity. Business thrived be- 
cause it was unshackled from 48 different sets of regu- 
lations each of which ceased to operate at an artificial 


boundary line. 


WELCOME ON THE DOOR MAT 
THE WORD “welcome” has plainly been put on the 
door mat of the Food and Drug Administration. 
Now the door is wide open for manufacturers of fin- 
ished toilet preparations as well as makers of raw mate- 
rials to sit in with the enforcement officials to do some 
needed educational work. An extraordinary opportun- 
ity is offered the trade to work with the government in 
formulating many principles of future relations between 
the government and the industry. 
At present the Administration is admittedly inade- 
quately informed about the cosmetic industry. To over- 
come this it is studying the situation but its personnel is 


untrained specifically for the purpose. Consequently 


plans for complete enforcement are still in a nascent 
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state. Therefore, cooperation from the industry in for- 
mulating regulations is sought, will be welcomed; and 
may be profitably given by the industry. 


WANT CONSUMER DEPARTMENT 
THE CONSTITUTION of New York, the basic law of 


the state, may provide for a Department of the Consumer. 
This proposal, now under consideration by the Consti- 
tutional Convention, would include service as an advisory 
body in recommending and passing on legislation per- 
taining to consumer problems, restrict advertising claims 
to the actual merits of the product, maintain a research 
staff to determine standards and competitive retail prices. 
and represent consumers before regulatory bodies. 

Similar proposals for legislative bills have been voted 
down repeatedly. While it is true that amendments, even 
if adopted by the convention must be ratified by the 
voters, it is a mistake to withhold strenuous opposition 
until that time. 


MANAGEMENT REPORTS TO EMPLOYEES 
OVER 44 PROMINENT companies are regularly pro- 


viding their employees with special annual reports of the 
results of company operations, according to a survey by 
the Metropolitan Life Insurance Co. These include sev- 
eral in the toilet preparations and its allied industries. 

In statements prepared for employees, the terms of the 
accountant are translated into everyday language. Usual- 
ly an explanation of the term is given in parenthesis and 
frequently a discussion accompanies the statement not 
only to interpret the figures but to show the stake each 
of the “parties at interest” has in the results. Graphs. 
photographs and drawings are used. 

It is being increasingly recognized that the employee. 
as well as the stockholder, has an interest in information 
on the results of the company’s operations; his job, like 
the stockholder’s dividends, depends upon earnings. Pro- 


gressive management supplies this information. 
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IMPROVING PRODUCTION 


By RALPH H. AUCH, A. B., Ch. E. 


CONVEYOR TABLE SPEEDS 


Conveyor table speeds have amounted almost to an 
obsession for many years. We have never observed 
any comments in the trade press other than our own 
remarks in these columns made several times in the 
past fourteen years. 

It is axiomatic that speeds are invariably too high 
resulting in the operatives along the conveyor table per- 
forming the necessary hand operations having to “chase 
the work” needlessly. 

For example, if the belt speed is thirty feet per minute 
and the given operation requires three seconds on an 
average to complete, the container must be “chased” 
eighteen inches. If the belt speed is cut to fifteen feet 
per minute the work can be completed with the hands 
following the work only nine inches. If ten feet per 
minute will still leave sufficient clearance between con- 
tainers, then only six inches of travel of the hands and 
arms is required. 


FATIGUE ELEMENT IS REDUCED 


Not only is the fatigue element reduced but on occa- 
sion fewer operatives are required to complete a given 
operation, the number of containers per minute being 
constant. And, incidentally, the belt speed has no 
bearing on the number of containers per minute as the 
filler determines this. Even engineers stumble on this 
point on occasion. 

Also where the containers are removed from the 
moving belt to the stationary table to perform the given 
operation, slower speeds are highly desirable. The reach 
is minimized in removal, there is less toppling in re- 
placement on the belt, and the nerves are less jittery with 
slower movement constantly before the eyes. Packing, 
if by hand, is also facilitated appreciably. 

Slower conveyor belt speeds are one of the hardest 
things we have ever attempted to “sell.” However, in 
those instances where adopted they have evinced the 
most enthusiastic response. 


CONVEYORS AGAIN 


Even though a fairly comprehensive complement of 
conveyors are utilized in the packaging or assembly 
department, the opportunities for conveyors to lend 
convenience and economy to other departments are only 
too frequently neglected. Sometimes it is felt the volume 
of work does not justify their installation. Accordingly 
many are content to go along with hand trucks or lift 
trucks and skids and elevators when much of the drud- 
gery could be eliminated and at considerable saving by 
a carefully planned conveyor system. 

By way of suggestion, we have used a length or two 
of wood roller gravity conveyor to load a horse drawn 


12 


dray when the operations were so small that a railroad 
siding was neither available nor necessary. Empty 
cases have been elevated five floors and dropped three. 
Mail orders at a rate up to one hundred orders per hour 
with up to three hundred different items have been 
handled economically on a mono-rail conveyor system. 


1200 TONS HANDLED DAILY 


Currently raw materials and findings to make up 
to twelve hundred tons of finished goods daily are 
handled on and to three floors with only two small 
automatic elevators largely used for passengers: Typi- 
cal is the fact that three trucks and seven cars can be 
loaded at a time—either boosted from the floor below 
or lowered from the floor above—they being respec- 
tively half a flight below and above the loading dock. 
Portable conveyors go right to the ends of the car per- 
mitting of loading under twenty minutes if pressed. And, 
incidentally, to reduce weight, on portables, roller skate 
wheels have largely replaced rollers and_ indications 
are that aluminum may replace the steel of the frames. 

And there, then, is a bit of the “proof of the pud- 
ding.” What type conveyor has proven of greatest appli- 
cation in this industry? That’s a tough one! It prob- 
ably is the horizontal live roller type, i.e., the one like 
the gravity but set in a horizontal position with the 
rollers driven by a flat motor driven belt bearing on their 
under side. 


RETURNED GOODS 


Returned goods in this industry are inevitable, yet 
only too frequently little or no provision is made for 
efficiently making prompt disposition of them. There 
is no good reason for neglect to put the handling of 
returned merchandise on a factory basis approaching 
that of production lines themselves. 

In the case of bottled liquids, for example, they require 
only visual inspection to determine proper disposition. 

1. They may be returned to finish stock, as is, with 
or without replacement of the individual carton. 

2. The label or labels require replacement when a 
soak tank of suitable size and proper depth should be 
provided for soaking them off then relabeling. 

3. The contents are unsaleable when provision should 
be made for dumping the contents to be filtered bright, 
worked into a subsequent fresh batch or run to waste 
and the container and closure cleansed and salvaged. 

Likewise suitable disposition can be made of products 
in collapsible tubes, jars, tins and drum boxes. In any 
event, the whole can be reduced to routine and a stand- 
ard practice established. 

Thus the procedure will involve a minimum expendi- 
ture of labor and loss of findings and cease to be a 
headache. 
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by MAISON G. DE NAVARRE 
@ HENNA 


agent of henna is called lawsone, or 
chemically 6-hydroxy-naphthaquin- 
one. The dye is active on hair only 


The sole tinctorial 


in acid solutions, according to Cox, 
and this accounts for some of the de- 
fects in colors often noted when the 
material is used along with shampoo 
and alkali rinses. Rightfully, it 
should be mixed with a suitable acid 
giving a pH of 5.5, when its tinctorial 
properties can be anticipated and 
regulated. 


@ SUNSCREEN As a result of 
studies under grants from a chemical 
supply house, it is now found that 
calamine is one of the most, if not 
the most effective complete sun 
screens yet used. The material is sug- 
gested in the following combination: 
Calamine 15, Anhydrous lanolin 
12.5, yellow petrolatum 37.5, and 
stronger rose water to make 100 parts 
by weight. The special fatty mixture 
used was found to be most effective 
in blocking out actinic rays. Cala- 
mine is zinc oxide with small 
amounts of iron oxides, available in 
several colors. 


@ ETCH SOLUTION Just found 
a new etching solution that etches 
glass and metals alike. The product 
can be applied with a rubber stamp 
if you like. Simple to use. Easy to 
handle. 


@ CONTROL That new food and 
drug bill is going to make a lot of 
difference now about the control of 
finished products. No longer can you 
get by as you did “for the past 20 
The wise manufacturer will 
clear the decks now, and get ready in 
plenty of time. You have less than a 
year to go. Your labels will need 
plenty of house cleaning too. Every 
manufacturer should go right through 
the line, and take out all statements 
which might be considered untrue by 
open-minded and skeptic alike. Names 
like wrinkle removers, skin foods, 
tissue creams, acne creams, are all in 


years.” 
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the same boat—completely out of the 
picture. We cannot recommend too 
strongly that you get competent help 
to straighten out all labels and other 
literature. 


@ UNSATURATES The fat defi- 
ciency of Burr, curable by adminis- 
tration of linoleic acid and esters, 
(sometimes called vitamin F) can be 
cured three times more rapidly with 
methyl arachidonate than by methyl 
linoleate, the most useful form of the 
linoleic esters. Is that upsetting ‘the 
vitamin “F” applecart or is it en- 
trenching it firmly? 


@ PATENT COSMETICS Watching 
the parade of newly issued patents on 
cosmetics often makes us wonder 
about the patent examiner who okehs 
the applications. The recent patent 
on acid buffered cosmetics is a case 
in point. If you are the unlucky 
devil who has been making a lemon 
cream using both lemon juice and 
say a borax emulsion, and through 
no fault of yours you never consid- 
ered the pH of the resulting cream, 
and if the pH should happen to fall 
below 7, you are infringing on the 
patent above mentioned. Acid cos- 
metics have been used a long time. 
So has lemon juice been used in 
cosmetics; yet both items are pat- 
ented. How come? 

g 

@ NEW BULLETIN The latest of 
the Bulletin series is on EMULSIFI- 
ERS. This will be ready about the 
middle of September. We anticipate 
a heavy demand for this bulletin, 
and suggest that if you want your 
copy send in your request now. Like 
all the Bulletins, it is free to sub- 
scribers for the asking. We still 
have available copies of Bulletins on 
Sun Tan Preparations, Absorption 
Bases, Antiseptics & Preservatives, 
and Wetting Agents. 


@ MOLD & BACTERIA CONTROL 
Cosmetic materials like gums, face 
powder ingredients, ground almond 
meal, for that matter most any 
ground, flaky or powdered material 
is loaded with bacteria and molds. A 


new patent has been granted on a 
using ethylene oxide at 
150° F. in an autoclave to reduce this 
micro-organism content. Actual kill- 
ing is over 99%. Here is a thought 
for suppliers of these original mate- 
rials used in cosmetics. 


process 


@ EMULSION STABILIZER Sodi- 
um alginate, gelatin and pectin are 
all very efficient stabilizers for emul- 
sions. Sodium alginate is especially 
useful because as little as 144% is 
sufficient for many emulsions. If the 
viscosity need be increased, the pres- 
ence of calcium ions (suitably intro- 
duced not to crack the emulsion) or 
borax does the trick. 


@ SOAPLESS SHAMPOO An- 
other complete series of wetting 
agents useful in making soapless 
foaming type shampoo at a dollar a 
gallon or less, has recently been put 
on the market. The name of the sup- 
plier and formulas for such sham- 
poos are available on request. 


@ PINEAPPLE Pineapple juice 
and pulp are now used as stabilizers 
for vegetable oil emulsions as well 
as anti-oxidants. The fact that pine- 
apple juice has some vitamins in it 
ought to mean something too. It 
sounds crazy perhaps, but if the stuff 
is really a good anti-oxidant, who 
wouldn’t use it? 





FACE POWDER BASE 


The attributes of a good face pow- 
der base are enumerated by M. Lo- 
vat Hewitt in the Perfumery & Essen- 
tial Oil Record as follows: It must 
go on smoothly, the result must be 
pleasing, enhancing the user’s appear- 
ance by hiding minor skin blemishes, 
and imparting that elusive “peach 
bloom complexion.” It must adhere 
well, and last well under all sorts of 
varying conditions. It must not go 
patchy and must eliminate the dread- 
ed “shiny nose.” 

Best results are obtained by blend- 
ing a small number of well-known in- 
gredients, each possessing one or 
more desirable qualities. 
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CREAM, whether it is of the vanishing, cleansing or 
A nourishing type, must have stability, a distinctive 
odor, good appearance and true cosmetic value before 
it can win the approval of the discriminating modern 
woman. 

Givaudan research is constantly contributing ingre- 
dients that assure these and other desirable properties. 
One such contribution is the development of a wide 
variety of non-discoloring and non-irritating cream per- 
fumes, each distinctive type skillfully blended from a 
select list of raw materials. Another is Cetyl Alcohol 





Pure—a product of remarkable purity which imparts a 
smoother, more flattering finish to the skin while acting 
also as an efficient emulsion stabilizer in the cream 
itself. 

These are typical of the work the Givaudan Labora- 
tories are doing to improve the quality and increase 
the popularity of customers’ products. If you are plan- 
ning new items or changes in your line Givaudan will 
gladly cooperate in their creation. Our experience 
covers every type of cosmetic—and will be directed 
toward your sales success. 
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DELAWANNA, INC. 


80 FIFTH AVENUE, NEW YORK, N. Y. 








Givaudan Announces 


WITCH-HAZEL ODOR 





@ After several years of research Givaudan has developed 
a synthetic Witch-Hazel odor which has approximately 100 
times the odor-strength of the natural Witch-Hazel oil. 

This new odor is available in two grades: Witch-Hazel 
Perfume Extra Fine and Witch-Hazel Perfume F. C. which are 
non-toxic, non-discoloring, non-irritating. They are recom- 
mended for use in emulsified lotions, creams and soaps. 





Witch-Hazel Perfume Extra Fine is recommended for lotions 





and creams, using 1/20 to 1/10 of 1%. 





Witch-Hazel Perfume F. C. is recom- | 
mended for soaps in which 1/2 of 1°/, or a ’ 
little more is sufficient. 











This new Givaudan development en- 





ables you to secure for the first time an 





effective, lasting and subtle Witch-Hazel 





odor. Samples will be sent to you on re- 





quest. Write today for yours. 










GIVAUDAN 


DELAWANNA, INC. 


80 FIFTH AVENUE + NEW YORK,N.Y. 


BRANCHES: Philadelphia Los Angeles Cincinnati Detroit Dallas 


Baltimore Chicago San Francisco Seattle Montreal Havana 
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New Anti-Sun Preparation 


Melanine, the brown pigment of 
the epidermis, is the best sun-protec- 
tive placed at our disposal by nature. 
All the products conceived by science 
as substitutes have given results not 
completely satisfactory in every way. 

Melanine is formed under the in- 
fluence of ultra-violet rays in pro- 
portion to the extent of irradiation of 
the pigment cells by a highly com- 
plex reaction provoked by the fer- 
ment tyrosinase. The only condition 
for this reaction is that the pigment 
cells should not be acidic. This has 
been clearly proved by the work of 


R. Chodat.* 
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The curves in this chart show the transmissi- 
bility of a Melanigene solution of given 
concentration and thickness of layer for 
ultra-violet light of various wave lengths. 
The transmission is the complement of the 
absorption i.e., 0°% transmission corresponds 
to 100% absorption and conversely. 


Other evidence supporting the the- 
ory is the faintly alkaline reaction of 
the skin of negroes and mulattos, 
while that of whites is slightly acid. 
In the former, melanine is formed in 
abundance to give a magnificent anti- 
solar screen, whereas among the 
white races, especially blondes, pig- 
mentation of the skin is but little de- 
veloped and is not readily increased. 
Hence the tendency to erythema. 

This pigmentary deficiency could 
only be combated in the past by a 
thin layer of antisolar product cap- 
able of arresting the harmful ultra- 
violet rays. Most manufacturers have 


‘New investigations of oxidizing fer- 
ments: On the action of carbon dioxide on 
tvrosinase. Arch. des Se. 
Geneva, Vol. 39. 


phys. et nat. 


August, 1938 


NEW PRODUCTS 







and PROCESSES 


worked on these lines with greater or 
lesser success, applying preferably 
oil-soluble products. It is obvious 
that protection depends upon the 
presence of the protective layer. 

Attempts have been made to over- 
come this drawback by a fundamen- 
tal search for a solution providing 
immediate protection against nearly 
all ultra-violet rays while favoring 
the formation of melanine thereby 
extending the period of protection. 

Melanigene, the fruit of lengthy re- 
search, the manufacturers, Th. Muhl- 
ethar, Nyon, Switzerland, state meets 
these requirements: (1.) It acts as a 
filter for ultra-violet rays of which 
it absorbs about 90 per cent. in the 
harmful wavelength region; (2.) It 
neutralizes or even slightly alkalizes 
the skin in order to provide the best 
conditions for the tyrosinase reaction 
by the action of the few rays passing 
the filter. A thicker layer of mela- 
nine is thus formed and automatical- 
ly provides long protection. More- 
over the skin acquires the bronze tone 
so much sought after. 

Melanigene dissolves very easily in 
water and in dilute alcohol (60 per 
cent.) and a sun lotion is readily pre- 
pared by adding a certain proportion 
of glycerin to the alcohol solution. 
Being slightly alkaline, it is also eas- 
ily emulsified in creams. 

Below aretwo formulas for guidance. 


Film Cream 


Glyceryl-monostearate 12 per cent. 
Wax, white 4 sé 
Absorption base a 12 ‘ 
Arachis oil ‘ 8 a 
p-Oxybenzoate of propyl aa 
Melanigene 5 . 
Methyl cellulose (Tylose) solu- 
tion, 2.5 per cent. 58 7 
Perfume 08 " 
100 - 
Skin Oil 
Sesame oil ‘a 35 per cent. 
Shampolysin Th. M. 90 45 3 
Melanigene 10 1 
Water, Dist. 10 " 
100 r 


New Testing Peptone 


Dr. George F. Reddish of the Lam- 
bert Pharmacal Co.. St. Louis. Mo.. 
issued a statement as Chairman of 
the Disinfectant and Antiseptics Sci- 
entific Committee of the National 
Association of Insecticide and Disin- 
fectant Manufacturers Inc., which has 
been cooperating with the Armour 





Laboratories of Chicago in testing 
different lots of Armour’s peptone 
and selecting from these various lots 
those peptones best suited for use in 
testing disinfectants and antiseptics. 
The new “1938 Project” Armour’s 
Peptone which has been tested and 
approved by this committee is now 
available. This peptone may be se- 
cured from Armour and Co., Chicago, 
or any scientific supply house. 


Automatic pH Recorder 


A new line of instruments for auto- 
matic pH recording and control with 
the glass electrode is announced by 
the Coleman Electric Co., Inc., 310 
Madison St., Maywood, III. 

The purpose of the manufacturers 
has been to combine the best prac- 
tice in automatic recorders with the 
best practice in electronic amplifiers, 
and produce a compact, accurate, 
and efficient assembly of units to per- 
form the required work on an eco- 
nomical basis. It is licensed under 
existing patents. 

Coleman Automatic Glass Elec- 
trode pH Equipment consists of three 
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New Coleman Apparatus. 


compact units; an amplifier and cell 
chain, housed together, a power pack, 
and any one of several standard re- 
corder-controllers. Each unit is con- 
tained in a strong. fume-proof case 
and shielded in such a way that hu- 
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mid or chemical-laden atmosphere 
will not cause deterioration of the 
instruments or affect their operation. 

The cell chain assembly comprises 
an enameled metal case in which are 
mounted glass and reference elec- 
trodes. The glass electrode is of 
rugged construction, designed to al- 
low instant examination and clean- 
ing. The cell is capable of handling 
both clear solutions and heavy sus- 
pensions. Sample liquid flows con- 
tinuously through this cell by means 
of suitable piping to the source— 
rejected liquid is returnable either 
to process or sewer. 

This instrument is reported to be 
sensitive to approximately 0.02 pH 
and accurate to 0.05 pH. Many of 
the special features that have made 
the Coleman Portable pH Equipment 
successful are incorporated in this 
automatic device. Among these are 
the AP corrector, sealed glass elec- 
trodes, and impulse amplification. A 
unique feature is the automatic op- 
erating signal. This device gives im- 
mediate warning if any part fails to 
function properly or if the process 
gets out of control. The whole as- 
sembly is said to be rugged in con- 
struction and especially designed for 
exacting working conditions. 


Rubber Capped Vials 

Rubber capped perfume vials that 
may be readily punctured to let out 
a drop of extract at a time are used 


Display card showing rubber capped vials 


16 








by Philip S. Willingmyre, Merchant- 
ville, N. J. for re-packing popular 
perfumes for sale to the chain stores. 
.imble vials are used for the pur- 
Kimbl l 1 for tl 

pose with closures of rubber as shown 
in the illustration. 


Particle Sizer 


A sedimentation method of analyz- 
ing particle sizes below 44 microns 
which is said to afford marked ac- 
curacy of result as 
well as speed and 
ease of manipula- 
tion has been de- 
veloped by Pierce 
M. Travis. 

The new appa- 
ratus known as the 
Palo-Travis Par- 
ticle Sizer it is 
stated operates on 
the principle that 
dispersed particles 
of dimensions ex- 





ceeding the col- 
loidal in a_ con- 
fined fluid medium 
tend to settle un- 
der force of grav- 
ity and the rate of 
sedimenta- 





tion proves the Sizer 
means of measuring the particle size. 

The sizer consists of a large glass 
tube mounted on a support of pol- 
ished oak. This tube gives a height 
of fall slightly over 1 meter. A mix- 
ing chamber to hold the sample is 
separated from the large tube by a 
stopcock with a big accurate bore to 
facilitate settling of material. A 
sedimentation measuring tube, flat 
bottomed and graduated in milli- 
meters, is supported by a_ rubber 
stopper at the base of large tube. A 
micrometer eyepiece, mounted left of 
the sedimentation measuring tube, 
enables one to read sediment heights 
in fractions of a millimeter. At the 
right of the sedimentation measuring 
tube is a small electric tapper and 
to the right of that, an illuminating 
An elec- 
tric stopcock is supplied on all in- 
struments used on 110 volts, AC, 60 
cycles. 


unit to make readings easy. 


The new apparatus is offered by 
the Colloid Equipment Co., Inc., 50 
Church St., New York, N. Y. 


New Brush Bristles 

Exton, a new bristling filament for 
use in toilet brushes, has just been 
announced by the Plastics Depart- 


ment of E. I. du Pont de Nemours & 
Co., Wilmington, Dela., as the re- 
sult of several years of research and 
experimentation. The present pro- 
duction is limited and the entire out- 
put is being used in du Pont’s own 
tooth brush manufacture. The new 
bristling filament is ultimately ex- 
pected to replace the natural hog 
bristle which has heretofore been 
used in the best grades of toilet 
brushes. 





NEW PUBLICATIONS 


[|] The Green Book Buyers Directory 
issued by the Oil, Paint & Drug Re- 
porter, 59 John St., New York, N. Y. 
for 1938-39 has just been published. 
It contains 988 pages in which are 
listed numerous products in a con- 
venient alphabetical order. 


Special problems incidental to 
formulas to restrictions of cost or to 
demands for individuality of flavor 
or fragrance are welcomed by the 
Service Division of Fritzsche Bro- 
thers Inc., 76 Ninth Ave., New York, 
\. Y. according to an announcement 
in the August issue of its wholesale 
price list. 


] Modern Perfume Trends can be 
satisfied by the new scientifically 
manufactured odors listed according 
to the August 48-page catalog of 
Magnus, Mabee & Reynard Inc., 16 
Desbrosses St.. New York, N. Y. Lat- 
est prices of the complete line of its 
products are given. 


| New and Rebuilt Equipment of- 
fered by the First Machinery Corp.. 
119 Lafayette St., New York, N. Y. 
is described and illustrated in a 20- 
page general catalogue which is 
available to any one interested. All 
of the equipment offered is listed in 
alphabetical order and the catalogue 
is profusely illustrated. 


[-] Using Aluminum for Industrial 
Purposes is the subject of a four page 
illustrated leaflet gotten out by the 
American Aluminum Ware Co., New- 
ark, N. J. to show a few of the many 
specialties of aluminum made prod- 
ucts developed to serve the industrial 


field. 


[] Cosmetic Preparations Registered 
in Maine for the year 1938 are listed 
in an 80-page booklet issued by the 
state. 


The American Perfumer 
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NEW YORK 


52-54 Chiff Street 


Telephones BEekman 3-1535-1536 





NATURAL « ARTIFICIAL 


FLOWER PRODUCTS 


AROMATIC CHEMICALS 


AND ESSENTIAL OILS 
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QUESTIONS AND ANSWERS 


210.—ROLLING MASSAGE CREAM 
Q. We are 
stamped envelope and would appre- 
ciate very much if you would give 
us a formula for rolling massage 
cream, such as is used in the barber 
trade. We understand the material 
is a glycerate of starch.—R. R. Ala- 
bama. 


A. The A. Ph. A. Recipe Book 
gives the following as a formula: 


Starch 

cold water 
theobroma oil 
vanishing cream R. B. 
color and perfume qs. 


enclosing herewith a 


100 grams. 
500 cc 

20 grams. 
50 grams. 


Heat the starch with water on a water 
bath to uniform paste. Add liquid 
theobroma oil, then vanishing cream. 
Color and perfume cold. You will 
note the absence of glycerine from 
Vanishing Cream RB 


is described in the book mentioned. 


this formula. 


211.—TANNIC ACID JELLY 


Q. Can you tell me how to prepare 
a tannic acid jelly that will be clear 
and transparent? Can you also sug- 
gest an antiseptic material to add to 
the jelly which is designed to be used 
for sunburn?—D. V., Ohio. 


A. Karaya, quince and acacia gums 
give a clearer mucilage than does 
tragacanth. Gelatin also gives a clear 
jell. Try any one or more of these 
for your product. Antiseptics you 
might use are ortho-phenyl phenol, 
chlorothymol, chlorcarvacol, organic 
mercurials and proprietary phenolics 
of which there are several. 


212.—PASTILES AND INCENSE 


Q. Please send us information about 
preparation of fumigating pastiles 
and perfumed incense-—C. V., Ar- 
gentina. 


A. Perfumed incense is a mixture of 
powdered gums, resins and woods, 
together with essential oils to which 
5 to 10° potassium nitrate is usual- 
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ly added. Choice of aromatic woods 
or other aromatics is a personal mat- 
ter entirely. To make pastiles from 
the powdered incense, make the pow- 
der into a paste with some sort of 
binder such as mucilage of traga- 
canth, press into desired shapes and 
dry. The pastiles can also be made 
by a technic used in making drug 
tablets, utilizing a compressing ma- 
chine. 


215.—SHAMPOO 


Q. We want a shampoo to which we 
can add our own extract. It must 
give a good heavy lather. If you 
can help us it would be appreciated. 


—A. G. Cuba. 


A. The manufacture of a shampoo 
is no easy matter and hence it is 
difficult for us to advise you. We sug- 
gest that you make a shampoo from 
cocoanut oil using potassium hydrox- 
ide as saponifying agent. Make sham- 
poo of pH from 8.5 to 10.5 and 
have from 20 to 25% of anhydrous 
soap in your product. If you like, 
you can use as much as 50% alcohol 
in place of water; this will give you a 
preparation with a rich foam. 


214.—FOAMY BATH LOTION 
Q. We are very interested in obtain- 
ing a formula for a foamy bubble 
bath lotion. Would you kindly send 
us anything you may have in this 
line and also advise us where we can 
secure the materials contained there- 
in.—A. F., Texas. 


A. THE WETTING AGENTS BULLETIN 
is the logical starting point for any 
bubble bath development, and this is 
obtainable free by subscribers from 
The American Perfumer on request. 
Under separate cover we have given 
you the trade names of useful wet- 
ting agents for this kind of prepara- 
tion. For a powder preparation, use 
from 25% 
“snowflake” 


upward combined with 


crystals, colored and 


perfumed. For liquid, use at least 
25% in a watery solution together 
with other alkalizing agents, color 
and perfume. 


215.—FORMULA FOR ADHESIVE 


Q. I am desirous of obtaining a for- 
mula for making an adhesive which 
when applied to paper will remain in 
sticky condition for protracted peri- 
ods of time, four to six months, 
which glued surface will have to be 
exposed to the air.—J. P., New York. 


A. This is a bit out of our line. 
Whatever you play with, please in- 
vestigate patents Nos. 1,760,820, 1,- 
814,132 and Re. No. 17760. These 
deal with such an adhesive and before 
you do anything with the idea you 
may find that you are infringing. 
Sorry for so little help. 


216.—DBODORIZING ISOPROPYL 
ALCOHOL 

Q. If possible will you please inform 
me of a method of deodorizing iso- 
propyl alcohol to render it suitable for 
use in the manufacture of toilet wa- 
ter, wave set and perfumes? We have 
tried several methods but none of 
them removed or covered the odour. 


—W.J., New York. 


A. Poucher’s Volume II pp. 66-7 of 
earlier editions, gives a method of 
prefixing isopropyl alcohol. The 
method is rather lengthy and there- 
fore cannot be given here. It con- 
sists of adding about 1 gram of resins 
to 1 liter of aleohol and macerating 
for a month. The choice of resins 
depends on the product the alcohol is 
to be used for. Thus 1 gram each of 
tolu and benzoin and 1% gram olli- 
banum added to 1 liter of alcohol 
will give in a month a deodorized 
spirit, according to the author. Please 
see the original text for further in- 
formation. The books can be pur- 
chased from the Book Dept. of The 


American Perfumer. 


The American Perfumer 
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Brown—otten considered an “‘earthy’’ color is 
used profusely by nature for many a practical pur- 
pose. Its warmth and rich hue offer a perfect 
background for more vivid colors... Evidence of 
the adaptability of this color in modern package 
design is shown above. But, Continental's design- 


ers do more than endow a package with the power 
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a 
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to attract. They consider practical factors too, such 
as construction which permits easy filling, shipping 
and convenient usage. With hundreds of shapes 
and sizes available, they'll find one to suit your 
product. ..If your problem is one where practical 
consideration comes first, whether it be color, de- 


sign, or shape, we urge you to consult Continental. 


ONE OF A SERIES DEVOTED TO THE USE OF COLOR IN PACKAGING DESIGN. COPYRIGHTED, 1938. 
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Depilatory Manufacture — Koeune 
describes the fundamentals of depila- 
tory manufacture in the Mfg. Per- 
jumer, 2, 48, 1937. Formation of 
H.S due to hydrolysis is greatest with 
calcium sulfhydrate, next with stron- 
tium sulfide, then sodium sulfide. 
Maximum alkali with minimum 
water content gives greatest stability. 
Zinc sulphate is suggested as a wash 
for parts treated with depilatory. 
Most useful perfumes are geraniol, 
citronellol, amylcinnamic aldehyde, 
ionone, diphenyl oxide, yara yara, 
petitgrain, geranium and caraway 
oils are useful too. ZnO is recom- 
mended as a whitener for depilato- 
ries, but not titanium oxide. A test 
for calcium sulfhydrate also is given. 


Bath Preparations — Effervescent, 
foam type bath preparations are the 
subject of an article by Jannaway, in 
P.E.O.R., 28, 398. Formulas for 
compounding, both liquid and pow- 
der products, are given. Proprietary 
materials are mentioned. A _ final 
paragraph on reducing bath products 
is included. 


Lamepons—The lamepons are con- 
densation products of fatty acid chlo- 
rides, with protein decomposition 
products from leather waste as fol- 
lows: 

C,, H,,. CONHR, (CONHR,)x 

COONa 

The distinct polarity together with 
colloidal properties, wetting power 
and emulsifying capacity gives these 
products wider usefulness than soap, 
according to Randshaw, Chemical 
Age, 37, 133, 1937. (Through Oil 
& Soap.) 


Medicinal Soap — Rudolf Klein 
continues a series on medicinal soap, 
in Parfumerie Zeitung, 23, 479, 1937. 
Formulas for various kinds of medi- 
cinal soaps are given. One formula 
utilizes 5% sulphur along with 2.5% 
of zine sulphocarbolate and 2.5% 
lanolin in 90% of soapstick. 


Detecting P-phenylene — P-pheny- 


lenediamine in hair dye can be de- 
tected by using either an aqueous, 
benzene or ethereal extract of pine 
chips with the product to be tested. 
A deep red color with p-phenylene- 
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diamine is given. This reaction is 
very sensitive and has been used to 
detect p-phenylenediamine in body 
after poisoning. As little as 2 parts 
per million in body fluids can be 
detected in this manner, according to 
Ber. ges. Physiol. exptl. Pharmakoll. 
90, 187. (Thru C.A.) 


Hydrolysis in Soap—Das Gupta 
writing in /ndian Soap Journal, 3, 
200, 1937, gives a procedure for de- 
termining the hydrolysis in soap and 
combined alkali in one titration. 
Greatest hydrolysis comes from toilet 
soaps made with tallow; least hydro- 
lysis from cocoanut oil soaps. 


Hand and Manicure Preparations 
-Hand and manicure preparations, 
formulas and method of manufacture 
are given in Deutsche Parf. Ztg., 23, 
437, 1937. A formula for nail enam- 





el remover follows: glycol ether 5, 
acetone 24, ethyl acetate 18, alcohol 
1 and castor oil 1 parts. A cellulose 
nitrate type of enamel can be made 
from 50 grams cellulose nitrate, 500 
grams amyl acetate, 400 grams ace- 
tone, 10 grams castor oil and 40 
grams alcohol. 


Spots in Soap—Braun finds that 
the formation of spots in refined soap 
is due to seven factors, in Reichstoff 
Ind. Kosmetik 12, 124, 1937. These 
are: (1) dryness, (2) cottonseed and 
olive oil soaps, (3) bacteria, (4) 
dyes, (5) rancidity, (6) metallic im- 
purities, and (7) perfumes. 


Black Hair Dyes—According to 
Partisch in Seifensieder Ztg. 64, 731, 
1937, the red cast noticed after the 
oxidation of black hair dyes such as 
p-amino phenol, is due to a slow 
after oxidation by oxygen in the air, 
on the unchanged color used. The 
discoloration (red cast) can be pre- 
vented by methods described. 





REVIEWS OF TECHNICAL BOOKS 


[_} Mopern Cosmetics. Francis Chil- 
son. Second edition. Cloth covers, 
6 x 9 in. 64 chapters, 564 pages. The 
Drug & Cosmetic Industry. New 
York, N. Y. 1938. Price $6.00. 


This edition is virtually a new book 
embodying a very considerable body 
of new and relevant material, devel- 
oped largely from practical experi- 
Modern manufacturing proc- 
esses are described without unneces- 


ence, 


sary detail; uses of new materials 
are indicated; and many formulas are 
given for all types of cosmetics ex- 
cept hair dyes. The formulas are in 
two groups: those which have been 
tested and those of an empirical na- 
ture. 

Beginning with a prologue on the 
skin, this useful book discusses in a 
practical way the composition of over 
70 types of preparations; the latest 
manufacturing practice involved; the 
equipment of a small plant, the lay- 
out of a cosmetic factory; and pack- 
aging methods, equipment and lay- 
out. An appendix containing useful 
data and tables is an added feature. 
The manufacture of perfumes does 
not come within the scope of the 
book. Its chief value lies in its com- 


pleteness, the amount of practical ex- 
perience condensed into its pages and 
the clear, readable style of the au- 
thor. 

There are 64 chapters approxi- 
mately arranged under 16 sections. 
Lack of space prevents an enumera- 
tion of all of the chapters; but the 
subjects of the sections are: The 
Skin; Cosmetic Classification; the 
Formulation, Production and Pack- 
aging of Cosmetic Powders; Creams 
and Pastes; Liquids; Make-Up Prep- 
arations; Manicure Preparations; De- 
odorants; Depilatories; Suntan Prep- 
arations; Eye Preparations; Miscel- 
laneous Hair Preparations; Bath 
Preparations; Miscellaneous Cosmet- 
ics; Production and Equipment Data; 


and Tables. 


[_] MopERN THEORIES OF ORGANIC 
Cuemistry, by H. B. Watson. Pub- 
lished by Oxford Press, New York 
City. Price $4.50. 6 x 9 inches, 212 
pages, no index. 1938. 

The book is based on lectures given 
to undergraduates, over a number of 
years. The present work gives a gen- 
eral picture of the theoretical aspects 
of organic chemistry, and perforce is 
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abbreviated. This book is of par- 
ticular interest to chemists doing or- 
ganic synthesis in either aromatics or 
cosmetic chemicals, insofar as the 
toilet goods industry is concerned. 


M. G. bE N. 


|_| PHOTOELEMENTS AND THEIR APPLI- 
CATION, by Bruno Lange, translated 
by A. St. John. Published by Rein- 
hold Publishing Co., New York City. 
6 x 9 inches, 297 pages, illustrated. 
Price $5.50. 1938. 

In conjunction with the theoretical 
treatment of the photoeffect, the phys- 
ical properties of photoelements is 
presented along with an exhaustive 
description of methods of measure- 
ment. 

Dr. Lange, long recognized as an 
authority of photoelectric effect, gives 
a clear review of fundamentals and 
theories, then corellates them with 
practical application. 

Every type of photometric ap- 


paratus is described, the principles 
upon which it was developed and on 
which it operates. Suggestions for 
other uses in various fields are men- 
tioned. 

If you are at all interested in light 
or color measurement, Dr. Lange’s 
book will fascinate you. 

M. G. pe N. 





[]Strerots & RELATED ComMPOUNDS, 
by E. Friedman, M.D. 100 pages. 
6 x 8% inches. Chemical Publishing 
Co., of N. Y., Inc., New York City. 
Price $3.00. 1937. 
The increasing importance played by 
sterols, in the life processes—both 
from the biochemical and chemical 
viewpoints, has required appraise- 
ment or surveying so that the aver- 
age person would not have to spend 
hours searching the literature. 

Dr. Friedman does his condensing 
and bringing up to date in a thor- 
oughly adequate manner. The hun- 


dred pages are practically the entire 
series of lectures given at the Sir 
William Dunn Institute of Biochem- 
istry, Cambridge, during the fall of 
1936. In places, the text has been 
brought up to date, at the time of 
proof reading. 

Forty-five pages are devoted to the 
sterols, bile acids, heart poisons, 
saponins, etc. 

The next 22 pages are devoted to 
vitamin D and the final 33 pages 
deal with sex hormones, cancer pro- 
ducing substances and other similar 
ones. 

A highly technical book, but it will 
find good use among those techni- 
cians in the trade who follow the sub- 
jects outlined in the contents. The 
omissions seem to be few, though the 
work of a number of American chem- 
ists does not seem to have been recog- 
nized, especially in the field of vita- 
min D research. 


M. G. DE N. 








Tests For Cosmetic Advertising 
[Continued from page 31] 


and in keeping them clean and in good health). 

17. Claims that any preparation commonly used as 
eye wash will strengthen the eyes or the nerves of the 
eyes, or relieve strain of the eyes, or restore youth to 
the eyes, or have any effect upon the eyes other than if 
the preparation contains the proper ingredients to clean 
the eyes or allay irritation. 

18. Claims that solutions or preparations applied ex- 
ternally will dissolve fatty tisswes and are effective as 
weight reducers. 


WHEN COSMETICS ARE DRUGS 


The Toilet Goods Association has pointed out that 
remedial cosmetics or cosmetics which make claims to 
relieve or treat skin diseases may come within the cate- 
gory of drugs as well as cosmetics. 

In the Federal Food, Drug and Cosmetic Act the term 
“drugs” is defined as: 

“articles intended for use in the diagnosis, cure, miti- 
gation, treatment, or prevention of disease in man or 
other animals.” 

“Cosmetics” are defined as:— 

“articles intended to be rubbed, poured, sprinkled, 
or sprayed on, introduced into, or otherwise applied 
to the human body or any part thereof for cleansing, 
beautifying, promoting attractiveness, or altering 
the appearance, * * * * except that such term shall 
not include soap.” 

There is no reason for holding that these definitions 
are mutually exclusive, and an article may be both a 
drug and a cosmetic. 

In this category the association puts all medicated 
creams, lotions or creams intended for the treatment of 
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acne or any other skin affection, and in fact, all toilet 
preparations for which any medicinal or therapeutic 
claims are made. 

Under this law it should be noted that if an article 
can be classified as a drug then the common or usual 
name of each active ingredient including the quantity, 
kind and proportion of alcohol must appear upon the 


label. 
Section 502 paragraph (e) read as follows:— 


“A drug or device shall be deemed to be mis- 


branded— 


If it is a drug and is not designated solely by a 
name recognized in an official compendium unless 
its label bears (1) the common or usual: name of 
the drug, if such there be; and (2) in ease it is 
fabricated from two or more ingredients, the com- 
mon or usual name of each active ingredient, in- 
cluding the quantity, kind, and proportion of any 
alcohol, and also including, whether active or not, 
the name and quantity or proportion of any bro- 
mides, ether, chloroform, acetanilid, acetphenetidin, 
amidopyrine, antipyrine, atropine, hyoscine, hyos- 
cyamine, arsenic, digitalis, digitalis glucosides, 
mercury, ouabain, strophanthin, strychnine, thyroid, 
or any derivative or preparation of any such sub- 
stances, contained therein; Provided, That to the 
extent that compliance with the requirements of 
clause (2) of this paragraph is impracticable, ex- 
emptions shall be established by regulations pro- 
mulgated by the Secretary.” 

Manufacturers of a beauty treatment or any similar 
line are cautioned to review their labels carefully to see 
if preparations come under the classification of drugs. 
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A New Home For SAGAMOR 





NOW IN FULL PRODUCTION FOR YOUR SERVICE 





At Milltown, N. J. just three miles from New Brunswick and 35 minutes from New York, 


Sagamor Metal Goods Corporation has established its new, modern home. 


Situated on 5 acres of ground in this pleasant industrial community, with modern equipment 
fully installed and in operation, the 100,000 sq. ft. of space in this fine factory building gives 


Sagamor every advantage for quick, efficient service to you. 


Sagamor service now combines the creation of inspired design with the most modern 


advantages in production facilities for perfect craftmanship. 


VANITY CASES « LIPSTICKS e METAL NOVELTIES 


For the Cosmetic Industry 


SAGAMOR METAL GOODS CORPORATION 


EXECUTIVE OFFICES: 43-01 TWENTY-SECOND ST., LONG ISLAND, N. Y. 


MIDDLE WEST PLANT PACIFIC COAST 
COOPER & SCHUESSLER 40 WASHINGTON AVE. R. G. F. BYINGTON 
RAILWAY EXCHANGE BLDG. MILLTOWN, N. J. 155 N. VERMONT AVE. 

CHICAGO, ILL. LOS ANGELES, CAL. 
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NEWS AND 


All Types of Cosmetic Plants to 
be Inspected by Government 


Practically all types 
of cosmetic plants in the U. S. will 
be visited by Federal Food and Drug 
Administration inspectors in the near 
future to check up on the kinds of prod- 
ucts manufactured and the manufactur- 
ing conditions. Authority to enter fac- 
tories is conferred by sections 702, 703 
and 704 of the new Food, Drug and 
Cosmetic Law. Companies not engaged 
in interstate commerce are not affected. 
Each inspector will be identified by a 
badge and credentials. Inspectors are 
prohibited from divulging information. 
Seizures, if made, are paid for by the 
government. Inspectors have no au- 
thority to give rulings. 


Plan to Compel Trade 
Mark Registration in All States 


In order to raise ad- 
ditional revenue for the respective 
states, Doris I. Byrne, Executive Depu- 
ty Secretary of State, Department of 
Albany, N. Y., is sponsoring a move- 
ment through the National Association 
of Secretaries of State, to bring about 
the legislation by the various states 
designed to compel trade-mark owners 
and owners of trade names to register 
these and pay a fee therefor. The first 
hearing on the plan was held in Al- 
bany, August 10; and a second is 
planned for in Chicago. 


Cosmetic and Drug 
Regulations Signed 


Regulations for the 
administration of the three provisions 
of the new Food, Drug and Cosmetic 
Law which became effective June 25, 
have been signed by the Secretary of 
Agriculture. These regulations apply to 
the provisions in respect to the mis- 
branding of drugs when dangerous to 
health when taken as directed; to the 
“new drug” provisions; and to the pro- 
visions respecting the hazards of cos- 
metics when used as directed. 


Essential Oil Dealers 
Discuss New Cosmetic Law 


A special meeting 
was called at the Drug & Chemical 
Club, August 2 by the Essential Oil 
Association of the United States of 
America to discuss the new Food, Drug 
and Cosmetic Law and what effect it will 
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EVENTS 


have on the industry. Harry C. Ryland 
of H. C. Ryland, Inc., president of the 
organization presided. There were 
about twenty member houses _ repre- 
sented. A dinner preceded the meeting. 


Drastic Cosmetic Bill 
for New York City Proposed 


Drastic regulation of 
the sale, labeling, and advertising of 
foods, drugs, and cosmetics in New 
York City is proposed in a bill pend- 
ing in the municipal council. It is the 
purpose of the general welfare commit- 
tee to meet for consideration of the 
measure about September 12, and those 
interested in the bill can arrange to be 
heard at that time. The Toilet Goods 
Association has already taken steps to 
protect the interests of the trade and 
to insure a full hearing. 

One of the major provisions of the 
bill is its requirement that every pro- 
prietary food, drug, or cosmetic to be 
sold in the city must be registered with 
the commissioner of health, registra- 
tion involving payment of an original 
fee of $25 for each product and an an- 
nual renewal fee of $10. 


Lash Lure, First Seizure 
Under New Cosmetic Law 


The first seizure made 
under the new Federal Food, Drug, and 
Cosmetic Law was that of an eyelash dye 
“Lash Lure” manufactured by the Cos- 
metic Manufacturing Co., Los Angeles. 
The government alleges that this prod- 
uct is adulterated in that it contains a 
poisonous or deleterious substance, 
paraphenylenediamine, which may make 
it injurious to users. 

Officials of the Department of Agri- 
culture say that numerous instances are 
on record of serious eye injury, includ- 
ing some cases of total blindness, to 
women who have used this dye. 


Government Continues Seizure 
of Poisonous Eyelash Dyes 


The Federal govern- 
ment is continuing its seizure of poison- 
ous eyelash dyes. On the recommenda- 
tion of the Food and Drug Administra- 
tion of the Department of Agriculture, 
Federal District Attorneys at New Or- 
leans. Louisiana, and Houston, Texas, 
caused the seizure of consignments of 
“Magic-Di-Stik Lash and Brow Dye” 
manufactured by Dependable Concen- 
trated Cosmetics, Inc., Los Angeles, Cal. 


Another lot at Memphis, Tenn., is be- 
ing proceeded against. The Government 
charges that this product is adulterated 
within the meaning of the recently 
enacted Federal Food, Drug, and Cos- 
metic Law because it contains para- 
phenylenediamine. This product is in 
many respects similar to “Lash-Lure,” 
the preparation which was the first ar- 
ticle seized under the new law. 

The distributors of Magic-Di-Stik, 
like those of Lash-Lure, enclosed in 
each package slips to be signed by cus- 
tomers designed to absolve the beauty 
shop distributor and manufacturer from 
any liability if the use of Magic-Di-Stik 
results in injury. 


Super Market Sued on 
New Jersey Fair Trade Law 


A suit to test the con- 
stitutionality of New Jersey’s fair sales 
act, passed over the governor’s veto at 
the last session of the state legislature, 
has been started by the Retail Grocers’ 
Association of New Jersey, most active 
proponent of the new law. Defendant 
in the case is Packard-Bamberger & Co., 
Inc., operator of a super-market in 
Hackensack, whose president, Frank W. 
Packard, promises to carry the case to 
the highest court. 

Packard- Bamberger deliberately 
sought the test recently through an ad- 
vertisement in the Bergen Evening Rec- 
ord in which the company denounced 
the new law and proclaimed its inten- 
tion of violating the statute to determine 
its validity. 

The law in question is aimed against 
the use of loss leaders in retail mer- 
chandising and prohibits the sale of 
commodities, at retail, below cost, cost 
being defined as “the most favorable 
price available” within 30 days. Mr. 
Packard maintains that, by careful and 
timely buying, he is able to sell at 
prices below such a standard of cost, 
and still make a profit. 

“The fundamental point, however, is 
not in the application of the law,” the 
defendants claims, “but in the question 
of whether or not the legislature has 
the right to fix prices at any level. It 
is our conviction that they have no such 
right, and that to confer such a right on 
them would be disastrous to business.” 


Investigation of Outstanding Or- 
ders by Federal Trade Commission 


The Federal Trade 
Commission has instructed its investi- 
gational department to make investiga- 
tions of all concerns against whom there 
is an outstanding Federal Trade Com- 
mission cease and desist order. The 
purpose of this is to ascertain what re- 
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DREYER PERFUMES are 





sure SALES MAGNETS 





Perfumes play an important 
part in the year-round sales of 
your product . . . more par- 
ticularly during the Christmas 
buying period. At no other 
season of the year are your 
customer prospects so odor- 
conscious, so odor-critical, so 


odor-responsive. 


Just a few classifications of 


DREYER PERFUMES 


EXTRACT-¢Y-ENCES 
POWDER -¥-ENCES 
CREAM-¢Y-ENCES 
COLOGNE-_¢-ENCES 


Let our perfume laboratory help 
you with your perfuming prob- 
lems and demonstrate what a 
SALES MAGNET Dreyer Per- 
fumes can be for your products. 
Complete selection of Popular 
Odors in stock or special types 
created for individual require- 


ments. 


P.R. DREYER INC. 


with CHARLES FISCHBECK COMPANY, INC.) 


(Recently 


American Representatives for 
PAOLA VILARDI 
Reggio, Calabria, Italy 
CITRUS OILS 


BERTRAND  FRERES, 


Grasse, France 


FLOWER OILS 





consolidated 


119 WEST 
NEW YORK, N. Y. 


CHICAGO OFFICE: 


19th STREET 


325 WEST HURON STREET 


Also 35 representatives covering principal cities of the United States and Europe. 
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spondents have disobeyed their respec- 
tive F. T. C. cease and desist order. 

It is obvious that the Federal Trade 
Commission is making a drive to see 
that its outstanding orders are being 
obeyed and will no doubt invoke its 
new weapon under the Lea-Wheeler Act 
to force compliance. This new law 
gives the Commission the right to re- 
quest any United States District Court 
to assess a fine against the violators. 
The legality of the orders of the Com- 
mission heretofore entered cannot be 
contested. 


D. C. Business Privilege Tax 
Held Unconstitutional 
The District of Co- 
lumbia’s business privilege tax of 1937 
was declared unconstitutional by the 
U. S. District Court of the District of 
Columbia, July 21 as a burden on in- 
terstate commerce. The decision will 
probably have an important bearing on 
state legislation as the district is a state 
within the meaning of the commerce 
clause of the Federal constitution. 





Widely Sold French Cream 
to Be Marketed in United States 


A preliminary mer- 
chandising campaign for Diadermine, 
said to be the largest selling French 
facial cream, is being launched in this 
country by Bonetti Fréres, of Paris. 
Bonetti Fréres have opened an office 
at 505 Fifth Avenue, New York. Lucien 
Dufetel is managing director. For the 
present, development plans call for se- 
lective department store distribution in 
key cities. 


General Electric Co. 
Now in Soap Field 

Research designed to 
improve its home laundry equipment 
has put General Electric Co. into the 
soap business. From a formula worked 
out in its commercial laboratory, G-E 
washing compound has been developed 
and is now being distributed through 
appliance dealers. 

A study was made of the chemical 
reactions taking place during the ordi- 
nary cycle of the washing machine 
from the initial action to the last. 
Hard water was obviously the main 
cause of trouble. Research men found 
that the mineral content of the water, 
combined with the alkalis in soap, form 
a sort of metallic soap, or soap curds. 
These are insoluble. They adhere to 
fabrics, are ironed into them, and re- 
sult in hard texture and the graying of 
white fabrics despite the most efficient 


washing. 

Even with rain water the calcium 
from perspiration adheres to clothes 
and tends to harden the water and form 
soap curds. It is this factor which 


Tourneur's new makeup blending salon in J. L. Hudson Co., Detroit department store. The 
new salon, made of glass brick and rare wood, replaces the old salon which, after ten years, 
outgrew its original walls. Sixteen customers can be seated at one time. 


makes it difficult to clean neckbands, 
cuffs, and other places which are par- 
ticularly likely to absorb perspiration. 

A common tendency, in such circum- 
stances, is to add more soap but re- 
search showed that excess suds gave 
poorer washing results because they 
simply created additional soap curds. 
The engineers tested a number of wash- 
ing compounds and found that while 
they precipitated the calcium to the 
bottom of the tub, the action of the 
washing machine element kept return- 
ing it to circulation and it was deter- 
mined that the formation of soap curds 
must be prevented if satisfactory re- 
sults were to be obtained. 

The answer was found in a complex 
chemical which acts on calcium in such 
a way that it cannot combine with soap 
alkalis. 

Packed as a product of General Elec- 
tric, the new product is distributed 
through G-E dealers in two types, one 
for very hard water and one for medi- 
um. It is sold at retail for 90 cents a 
carton, with net weight of 37 ounces. 
The carton contains 12 individual pack- 
ages, each sufficient for an ordinary 
wash, without the use of any other soap. 


Rulings of Federal Trade 
Commission in June 


Marvo Beauty Labora- 
tories, Inc., New York, has been di- 
rected by the Federal Trade Commis- 
sion to discontinue misrepresenting the 
therapeutic value of Marvo Liquid Skin 
Peel, Marvo Skin Peel, Marvo, or any 
other toilet preparations containing sub- 
stantially the same ingredients. 
Stipulations to cease and desist from 
false and misleading advertising were 
entered into with Blon-Tone Labora- 
tories, Los Angeles, Cal.; Marvo-Ker 
Institute, New York; 3XB Corp., New 
York; Andrew Jergens Co., Cincinnati; 





Vit Sales Corp., Minneapolis; Dorothea 
Cosmetics, Hynes, Cal.; Daggett & 
Ramsdell, New York; Ho-Ro-Co., Mfg. 
Co., St. Louis, Mo.; Barbo Mfg. Co., 
New York; and Affiliated Products, 
Inc., Chicago. 


Manufacturers Accept Full 
Responsibility for Advertising 


Manufacturers repre- 
senting 80% of the volume of the toilet 
goods and cosmetic industry have ac- 
cepted full responsibility and liability 
for the truthfulness and accuracy of 
statements and claims made by them 
in connection with their products in a 
newly completed agreement worked out 
between representatives of the National 
Retail Dry Goods Association and the 
Toilet Goods Association. Retail out- 
lets will be protected in every way, 
manufacturers assuming the burden if 
suit is started against them. 


Opportunity for Business 
in West Indies Market 


The General Prod- 
ucts Agency, 11 Edward St., Port of 
Spain, Trinidad, B.W.1., is interested in 
receiving samples from American com- 
panies who wish an outlet for their 
products in the West Indies market. 
The company offers to furnish refer- 
ences and states that it is prepared to 
work on a commission basis. 


Small Business Men Organize 
Association to Protect Interests 


The formal start 
of a definite, nationwide movement by 
small business men to correct evils in 
our national picture that have existed 
for a long time, will take place at Pitts- 
burgh, Penna., September 13 to 16. The 
National Small Business Men’s Asso- 
ciation with headquarters at Akron, 
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H*" YOU a tube problem? Let 
our experienced design and 
manufacturing experts solve it 
efficiently, economically. Have 
you investigated the sales- 
increasing possibilities of pack- 
ing your product in a tube? If 
not, we will gladly confer with 
you—without any obligation 
whatever. 


N.B.—This goes, too, for METAL 
CAN SPOUTS for various house- 
hold products. 


WHITE METAL MANUFACTURING CO. 


Chicago Office Detroit Office 


Charles A. Rindell, Inc. H Fe 3 O K = N 3 | = AV . 7 re S i. ‘ R. M. Stevenson 


64 West Randolph St. 506 Donovan Bldg. 
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Ohio, will hold a convention in Syria 
Mosque Temple in that city with repre- 
sentatives from every Congressional Dis- 
trict in the country expected to be 
present. 


T. C. Wheaton Co. Has 
Fiftieth Anniversary 


The T. C. Wheaton 
Co., Millville, N. J. is one of the few 
companies allied with the perfume and 
toilet preparations industry which has 
weathered wars and depressions and the 
vicissitudes of business for half a cen- 
tury. This year the company celebrates 
its fiftieth anniversary and it is still un- 
der the control and ownership of the 
Wheaton family. Already the third gen- 
eration is in the business. 

The company was founded in 1888 
by the late Dr. T. C. Wheaton after an 
unusual series of events. A glass com- 
pany had been organized in Millville by 
four business men of the city which got 
into financial difficulties. They _ bor- 
rowed from Dr. Wheaton, a friend, on 
several occasions to tide them over their 
difficulties but instead of weathering 
the storm they seemed to become more 
involved; and so in 1888 Dr. Wheaton 
took over the company in order to sal- 
vage it. To do this it was necessary for 
him to abandon his medical practice 
and to install new equipment. Under 
his leadership the new company pros- 
pered, specializing in hand blown glass- 
ware. 

In 1900 Frank H. Wheaton, his old- 
est son, came into the business and 
gradually assumed complete charge of 
its affairs. Later he was joined by his 
brother, Theodore Wheaton, who has 
been with the company about 25 years. 
In September 1932 Frank Wheaton Jr. 
joined the company. 

Under the guidance of Frank Whea- 
ton, the company has thrived, and the 
plant now occupies nine acres. Within 
the last few years new pot furnaces 
have been installed to increase the ca- 
pacity of the plant. A laboratory has 
been added and the executive offices are 





housed in an attractive modern build- 
ing. As the years went by the scope 
of the company’s operations was ex- 
tended and it now reaches into and 
supplies numerous industries. . New 
decorating departments, a new stopper 
grinding building and a building where 
jars are fired with ceramic colors so as 
to be permanent are features. The com- 
pany has had no strikes. The reason is 
quite obvious to the visitor in the spon- 
taneous greetings extended to the presi- 
dent of the company by the workers as 
he walks through the various buildings 
of the plant. 


Sparhawk Co. Opens 
New York City Office 


The Sparhawk Co., 
Sparkill, N. Y., has opened New York 
Offices at 232 Water St., occupying 
three floors for the handling and ship- 
ping of essential oils, balsams and per- 
fume raw materials. John F. Fogarty 
is in charge of the office. 


D. L. Armstrong Heads Arm- 


strong Glass and Closure Division 


The purchase of the 
Whitall Tatum Co., bottle manufactur- 
ers, by the Armstrong Cork Co., Lan- 
caster, Pa., has been completed. The 
sales organizations of the two compa- 
nies have been merged. Fred Tatum 
continues in charge of glass sales in 
New York. W. H. B. Whitall is in 
charge of all sales in Philadelphia. 
D. L. Armstrong is vice-president in 
charge of the Glass and Closure divi- 
sion of the company. 


Solvay Sales Corp. in 
New St. Louis, Mo. Offices 


The Solvay Sales 
Corp. moved into new offices at 3615 
Olive St., St. Louis, Mo., July 18. The 
new location is one of the city’s most 
modern air conditioned buildings and 
affords larger and more convenient 
quarters for the concern in this impor- 
tant mid-western center. 


Airplane View of Wheaton Plant 








Fritzsche Brothers’ Mexican 
Manager Visits New York 


H. Messtorff, manager 
of Productos Fritzsche Brothers, S. A., 
Mexican affiliate of Fritzsche Brothers, 
Inc., dealers in essential oils, flavors 
and perfume raw 
materials, was a 
recent visitor at 
the company’s 
home office in New 
York City. 
Following the 
death last year of 
his predecessor, F. 
de la Garza, Mr. 
Messtorfft took 
over active man- 
agement of the 
firm’s Mexican 
business and since then has divided his 
time between supervision of the Mexico 
City office and contacting the outlying 





H. Messtorff 


trade. During this period laboratory 
facilities were improved, stocks en- 
larged and made more diversified. 


These, he believes, will contribute sub- 
stantially to the continued growth of 
the company’s business south of the 
Rio Grande. 

Mr. Messtorff has a wide acquaint- 
ance among the drug, perfume, soap, 
flavor and chemical producing trade in 
general throughout Mexico. He resides 
with his wife and two small daughters 
in Coyoacan on the outskirts of the 
capital, and is an active member of 
several of the city’s exclusive clubs. 


Magnus, Mabee & Reynard, Inc. 
Open New Chicago Offices 


Magnus, Mabee & 
Reynard, Inc., have opened new offices 
in Chicago in the Great Lakes Build- 
ing, 180 North Wacker Drive. This 
move to new and larger offices is in line 
with the plans of the company to in- 
crease the scope of its Chicago branch 
and to enlarge the territory which it 
serves to cover the entire Mid-Western 
area. The sales staff has been aug- 
mented by the addition of several more 
men. Talmadge B. Tribble is manager 
of the branch. 


New England Collapsible Tube Co. 
Improves Chicago Building 


An extensive im- 
provement program is about com- 
pleted at the Chicago factory of New 
England Collapsible Tube Co., located 
at 3132 South Canal Street. T. C. Shef- 
field, manager of the Western Division, 
has indicated that this improvement 
program, affecting both building and 
equipment, is a direct reflection of the 
company’s optimistic attitude towards 
the future of the collapsible tube indus- 
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try, and also indicates immediate im- 
provement in business conditions. 

Mr. Sheffield reports that tube sales 
for 1938 thus far exceed those of the 
same period in 1937. Considerably in- 
creased buying activity has been evi- 
dent during the past few weeks. It is 
also reported that the company’s adver- 
tising campaign has recently been 
strengthened and increased. New Eng- 
land Collapsible Tube Co. is prepared 
to furnish tubes with lacquer or wax 
inner coatings. 


Dr. Alexander Katz Excavates 
for Florasynth California Home 


Dr. Alexander Katz 
of Florasynth Laboratories, who has 
been in charge of the Pacific Coast 
branch of the company since it was 





Dr. Katz and the builder confer 


established, had the distinction of dig- 
ging the first shovel of dirt for the foun- 
dation excavation of the company’s new 
headquarters at 4643 Hollywood Boule- 
vard, Los Angeles, Calif. 

The business of the concern in the 
Pacific northwest has grown to such an 
extent that larger quarters are needed. 
The new one-story structure which the 
company is erecting will afford 10,000 
sq. ft. for laboratories and offices, about 
four times the space of present quarters. 
Work is being pushed on the company’s 
new home which, it is expected, will be 
completed before January 1. 


Bankruptcy Plan for 
Heller-Deltah Co., Inc. 


A creditors’ commit- 
tee, headed by Joseph E. Valentine, 
Oxzyn Co., Jersey City, N. J., has sub- 
mitted a plan of reorganization under 
Section 77B of the National Bankruptcy 
Act to the general creditor body of Hel- 
ler-Deltah Co., Inc., 8 West 30 St., New 
York City. The plan proposes a pay- 
ment of 45 per cent on the dollar to 
unsecured creditors, payable 15 per cent 
in cash, and 5 per cent per month for 
six months beginning January 25, 1939. 
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The 5% monthly payments would be 
evidenced by notes executed by the 
debtor and endorsed by L. Heller & 
Son. The committee asks that creditors 
communicate their acceptance to Nat 
Ottensoser of the Fifth Avenue Protec- 
tive Asso., secretary to the committee. 


Renaud Cosmetic Co. to 
Erect New Factory 


Ground has been 
broken for a new factory for the 
Renaud Cosmetic Co., 7813 N. Saginaw 
St., Flint, Mich. It will be a one story 
structure, 60 x 120 ft. Officers are Ber- 
nard Notter, president, and Charles 
Renaud, Jr., secretary. Bernard Renaud 
is also associated with the company. 


Parfums Lengyel in 
New and Larger Offices 


Parfums Lengyel Ltd. 
are now located in attractive new offices 
at 780 Fifth Ave., New York City. The 
decorative scheme is emblematic of the 
Byzantine background of the company. 
This is carried out in the spacious dis- 
play room. The Imperial Russian Eagle 
is featured also in a coat of arms. The 
color scheme is light blue. The sales 
office and executive offices, separated by 
glass brick, adjoin the display room. 
Indirect lighting is used throughout. 

The company has a long history 
abroad and now operates offices in 
Paris and London. The American 
branch was established in 1917. Laszlo 
Lengyel is president; Georges Lengyel 
is treasurer; and Frederick Schorr is 
general manager. The latter was for 
years an opera singer of distinction. 


Potter & Moore Launch 
Campaign in Far West 


Frank Pull, general 
manager in the U. S. for Potter & 
Moore, Ltd. of London, left August 12 
on a trip to the Pacific Coast to confer 
in Los Angeles with A. Reddington- 
Samuels, sales manager, and Walter 
Keith, Pacific coast representative, on 
sales plans for the states of Calif., Ore., 
and Wash. The company’s new pack- 
ages, especially prepared for America, 
were shown for the first time at the 
Seattle Tri-State convention. 








Sagamor Metal Goods Corp. 
Moves Into New Factory 


The Sagamor Metal 
Goods Corporation is celebrating its 
twelfth anniversary in its attractive new 
home in Milltown, N. J. The new fac- 
tory, which was occupied August 1, is a 
three-story brick structure affording 
100,000 sq. ft. for manufacturing and, 
as the building is on a five-acre plot, 
ample space is available for expansion. 
An abundance of light on all sides elim- 
inates the necessity for artificial light- 
ing except during late afternoons in 
Winter. There is also an unlimited 
water supply. 

The designing and experimental de- 
partments and laboratories are located 
in the building adjacent to the manu- 
facturing, plating, and enameling de- 
partments which, incidentally, have 
been equipped with new machinery so 
arranged as to expedite all operations 
in an orderly and efficient way. 

The company was founded by George 
Gussoff and Simon Morrison in a small 
loft on 32nd Street, New York City, in 
1926. Mr. Gussoff was then only 30 
years of age; but despite his youth, he 
had been engaged in the metal spe- 
cialty business for the cosmetic industry 
since he was 20. Mr. Gussoff is secre- 
tary and treasurer of the company and 
supervises sales. Mr. Morrison, who 
likewise has been in the metal specialty 
business for almost 20 years, is presi- 
dent of the company. He is production 
superintendent. 

The company thrived and in 1934 
moved to larger quarters in Long Island 
City until it was again compelled to 
seek larger quarters. The branch fac- 
tory which operated in the A.D.S. build- 
ing in Long Island City and the Bus- 
cham Manufacturing Co. of Irvington, 
N. J., which it had acquired, have been 
consolidated in the Milltown plant. 

Sales offices and showrooms will be 
located in New York City in the mid- 
town section at a site to be announced 
later. Coincident with the expansion, 
the sales force throughout the country 
will be strengthened and experienced 
help has been added to the designing 
department so as to extend the utmost 
cooperation possible to customers of the 
company. 


New Factory of Sagamor Metal Goods Corporation in Milltown, N. J. 
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rTOAMONE 


Foaming bath preparations are not a temporary fad, but 


have become a definite Toilet necessity. There are hun- 
dreds of chemicals producing a fairly satisfactory ‘Bubble 
Bath’. Experimentation extending over eighteen months 
have proven that a really perfect Bubble Bath can be made 
only with 


rFOAMONE 


Permit us to mail you samples and manufacturing information. 


—NO rda-— 


OIL AND) CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 W. HURON STRE 
oT. PAUL: 283 e. 4th STRE 
LOS ANGELES: 685 ANTONIA AVEN 
CANADA: 119 ADELAIDE STREET, W. TORON 
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Drug & Chemical Section 
Fall Meeting in Poconos 


The Annual Fall 
Meeting and Golf Tournament of the 
Drug, Chemical & Allied Trades Section 
of the New York Board of Trade will 
be held at Skytop Lodge, Skytop, Pa.. 
October 21 and 22. The organization 
committee consists of Charles E. Kelly, 
R. E. Dorland, R. B. Magnus, T. F. 


Currens, W. D. Barry and Hugh Craig. 


W. J. Bush & Co. Ltd., Occupying 
New Model Factory in London 


The increasing de- 
mand for true fruit flavors has led W. J. 
Bush & Co., Ltd., to erect a new model 
factory at Hackney, London, for the ex- 
traction and concentration of pure fruit 
juices. A luncheon was recently given 
at the Savoy Hotel to celebrate the 
event, to a small party, comprising emi- 
nent scientists and technicians, includ- 
ing V. L. S. Charley, B.Sc., of the Long 
Ashton Research Station; Dr. Stephen 
Mial, B.Sc., President of the Society 
of Chemical Industry; R. Harold Mor- 
gan, M.Sc., F.1-C.; and H. Stanley 
Redgrove, B.Sc., F.I.C.; also Sir Harry 
Linsay, K.C.I.E., C.B.E., Director of 
the Imperial Institute; J. Stoddart, 
representing the Ministry of Agricul- 
ture; the Medical Officer of Health; the 
Air Raid Precaution Officer for the 
borough in which the factory is situ- 
ated; and representatives of British and 
American trade journals. 

After lunch the party was conveyed 
over the factory, which is a model of 
efficiency and cleanliness. Doors are 
airlocked, and only filtered, bacteria- 
free air is allowed to enter. Tempera- 
ture is regulated, and light is admitted 
by glass bricks containing a partial 
vacuum which prevents the passage of 
heat. All machinery is moveable. 
American Ertel filters are used for the 
juices. Pipes conveying respectively 
steam, returned water, ordinary water, 
vacuum, compressed air, and electricity 


run around the walls and can _ be 
tapped at convenient intervals. Closed 
drainage and awkward corners, where 
dirt can collect, are avoided; and great 
attention is paid to the comfort and 
cleanliness, in respect of both person 
and clothing worn in the works. The 
control laboratory is well situated and 
equipped. 

The factory is specially intended for 
the production of pure fruit juices, 
concentrated ten times, except cherry 
which is five times concentrated, and 
pineapple 74% times _ concentrated, 
made from British and Empire fruits. 
and marketed as “Fluid-Conc” fruit 
juices, and more concentrated prod- 





New Model Factory at Hackney 


ucts, based on these, marketed as 
“Eesi-Flo” fruit concentrates. Mem- 
bers of the visiting party were able to 
sample jellies and soft drinks flavored 
with these new products, the excellence 
of which was discussed. 


BIMS Meet in Rain 
Depart in Moonshine 


It’s always fair wea- 
ther when good fellows get together and 
that is especially true of the BIMS who 
gathered to the number of about 60 on 
July 20 at the Plandome Country Club, 
despite a heavy rain, for their monthly 
golf tournament and dinner. As usual 
it was a complete success with the tal- 
ented members supplying entertainment. 
Winners of the golf prizes were: Wil- 
liam H. Gunther, M. Strassberger, Wal- 
lace A. Bush, Alfred F. Brady, Edward 
D. Kinsella, J. E. Valentine, Sewell 


BIMS dinner at the Plandome Country Club 





Corkran. George H. Fuller, Harold 
Brodrick. Walter S. Nuckols, Leonard 
H. Schultes, William H. Blanc, William 
H. Green, Everett W. King, Warren 
Brown, and Alfred A. Kramer. 

During the afternoon the rain stopped 
and in the evening the clouds parted. 
When the party finally broke up the 
moon was shining. 


American Cosmeticians Expect 
8000 at Chicago Convention 


Expansion is the key- 
note of the nineteenth annual conven- 
tion and fall trade show of the Ameri- 
can Cosmeticians National Association 
to be held at the Stevens Hotel in Chi- 
cago, September 12, 13, 14 and 15. An 
attendance of 8000 is anticipated. 


Cosmetic Credit Men 
Play Golf in Rain 


The Drug, Cosmetic & 
Chemical Credit Men’s Association held 
its first golf tournament at the Plan- 
dome Golf Club, July 1. Prize winners 
were: Nat Ottensoser, Louis Candee and 
Fred Kaiser. The match was played in 
the rain. 


Perfumes Aged Quickly 
By New German Process 


Submicroscopic _ par- 
ticles of silver will rapidly age wines 
and also will mellow perfumes, it is 
asserted in a patent awarded to Georg 
Alexander Krause of Munich, Germany. 

According to the inventor, “the ob- 
servation was made that alcoholic bev- 
erages and perfumes *** assume a 
rich, mild taste and fragrance in sur- 
prisingly short time if they are treated 
with certain heavy metals or heavy 
metal compounds.” He mentions as 
“rapid agers” platinum, iridium, gold, 
silver, copper, cadmium, cobalt and 
nickel. Silver, he states, proved to be 
very effective. 

According to the patent, (No. 2,109.- 
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FLOWER ESSENCES 


LICE 
ESSENTIAL OILS 


BY 


TOMBAREL FRERES 


GRASSE, FRANCE 


Tesliend isa traditionally dependable source of natural raw mate- 
rials .. . a source from whence comes the sales advantages of many 
a leading cosmetic, soap and other product. 

The scientifically controlled manufacturing processes developed 
by Tombarel Freres are the achievements of highly skilled chemists 


constantly engaged in research work. 


SYNTHETIC FLOWER ESSENCES...PERFUME 
BASES.......SPECIAL PERFUME CREATIONS 


ROBERT FRERES 


GRASSE, FRANCE 
(Subsidiary of Tombarel Freres) 


Our chemists are more than scientists. They are creative artists 


with a genius for ae odors. 


REL PRODUCTS CORPORATION 


9 EAST 19t» STREET * NEW YORK 


ALS FOR PERFUME, SOAP, AND COSMETIC MANUFACTURERS | ; 
| REPRESENTATIVE IN THE UNITED STATES, CANADA AND CUBA 
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151) a new wine is fed through a 
chamber coated with silver and con- 
taining a gravel-like material coated 
with the same metal. The liquid is 
run through the tank continuously. As 
it does so it picks up infinitesimal bits 
of silver. 

In another method, the chamber con- 
tains two silver electrodes. A weak 
current of electricity passes between 
the electrodes, knocking off fine silver 
particles. 

In maturing perfumes by this “sil- 
ver” process, the inventor points out 
that an odor fixative such as musk and 
ambergris does not have to be added. 
The perfume is said to assume strong 
sterilizing properties and thus acts 
simultaneously as a disinfectant. 


John Powell & Co. 
Opens St. Louis, Mo. Office 


John Powell & Co., 
Inc., New York City, has established an 
office at suite 920, Chemical Building, 
721 Olive St., St. Louis, Mo. The office 
will be in charge of D. W. Lynch re- 
cently in charge of the Chicago office. 


Cutex Stages 
Fashion Parade 


The Northam Warren 
Corp., New York, manufacturers of 
Cutex nail polish, employs Lilliputian 
manikins “perfect 36’s” only 24 inches 
high to feature Paris fashions and Cutex 
polish shades. The costumes, from an 
Alix waltz dress in frosting pink to a 
tailored navy, are complete to the last 
detail of lacquered nails and flowers in 
the hair. Each outfit dramatizes the 
importance of carrying color harmony 
through to the correct shade of nail 
polish. 


Beta Beta Lambda 
Beauty Convention August 22-25 


Beta Beta Lambda, 
the national fraternity of beauty cul- 
turists will hold its seventh annual con- 
vention, in Chicago on August 22, 23, 
24 and 25, at the Medinah Club. 

In accord with the established policy 
of the organization, the meeting will be 
devoted to educational offerings and en- 
tertainment only. No trade show will 
be included and demonstrations of 
equipment and materials, if made, will 
be restricted to new developments and 
improvements. 

Among the speakers who will con- 
tribute are Dr. John S. Coulter, M.D., 
Dr. Cleveland J. White, M.D., Dr. Gus- 
tavus M. Blech, M.D., L. E. Harden, 
Ph.C., of the Abbott Laboratories, Fran- 
cis Williams Howes, A.B.Ch., M.A., and 
several others whose acceptances are 
pending. 
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The Beta Beta Lambda Seminar, an 
intensive course of advanced knowl- 
edge, of college level, with certificate 
will present its fifth session under the 
direction of Mary K. Wall, Ph.B. 

John Mueller, Mme. Louise, Ida 
Hitchcock Blood, Miss Lee, and Ann 
Mayo LaBonde, distinguished beauty 
culturists of the Chicago area will also 
contribute, heading a Practical Instruc- 
tion Forum. For the evenings, a Splash 
Party and Water Carnival in the Med- 
inah pool, and the annual banquet and 
dance with floor show will head many 
minor amusements. 


TABLE 


Item 


Dental creams 

Other dentifrices 

Talcum powder in packages 
Face and compact powder . 
Cold creams . 

Vanishing cream ee 
Other creams, lotions and balms . 
Rouges . 

Lipsticks . 

Other cosmetics 
Manicuring preparations 
Depilatories and deodorants 
Hair preparations 
Perfumery and toilet waters 
Other toilet preparations 
Medicated soaps 

Fancy soaps 

Laundry soaps 
Powdered or flaked soap 
Shaving creams 

Shaving cakes, powders and sticks . 
Other soap 

Scouring powders 

Washing powders 





I—EXPORTS OF TOILETRIES, 





Toiletry Exports and 
Imports Increasing 


Both exports and im- 
ports of toiletries, perfumes, cosmetics 
and soaps have increased during the 
past five years by thousands of dollars. 

Table 1, below, gives the figures from 
1933 to 1937, for exports from the 
United States, and Table 2 the figures 
from 1932 to 1936 for exports of some 
of the leading raw and semi-processed 
materials entering into the manufacture 
of toiletries, perfumes, cosmetics and 
allied products. 


PERFUMES, ETC. 


1933, 1934 1935 1936 1937 


1,00! 1,219 +409 1,560 1,683 
107 99 214 147 147 
447 390 457 500 600 
171 209 255 303 366 


eee, 202--«-228)=— 237 -263—S—«267 


73 119 118 105 119 
217 285 304 307 399 
74 94 103 154 188 
126 201 273 545 585 
75 83 106 141 174 
180 232 274 299 324 
74 64 65 87 72 
348 356 388 488 592 
120 114 128 175 179 
97 192 294 271 301 
181 169 143 148 258 
716 856 O73 1211 1,332 
621 640 636 604 sil 
64 80 103 107 122 
105 131 152 156 155 
78 72 86 98 95 
77 78 96 86 92 
243 228 252 
6 42 44 321 337 


TABLE 2—IMPORTS OF RAW MATERIALS TO THE JU. S. 


Item 


Floral essences and concretes 


Ambergris 


Mixture containing essential or distilled oils or 
natural or synthetic aromatics . 


Castile soap . 

Artificial musk Pore iy 
Artificial heliotrope, safrol, etc. . 
Musk in grain or pod 

Civet ; : 

Cassia and cinnamon oils 
Geranium oil 

Rose oil ..... 
Bergamot oil 
Citronella and lemongrass oils 
Lavender and spike lavender oil .. 
Lemon oil 

Orange oil .. 

Bitter almond oil 

Anise oil ; 

Camphor oil 

Caraway oil 

Ylang-ylang oil 

Bois de rose . 

Orange flower or neroli 
Origanum 

Palmarosa 

Pettigrain 

Rosemary 

Thyme 

Clove 

Eucalyptus 

Patchouli 

Pine needle 

Artificial sassafras 

Vetivert 


1932, 1933 1934 1935 1936 


313 376 596 605 688 
” 4 6 7 


343 419 718 547 599 
158 176 212 232 183 
i 35 

42 37 46 87 48 
10 35 64 70 46 
6 i 17 10 

158 200 243 347 314 


woe. 463 480 692 563 545 


105 205 206 273 263 
73 91 105 135 183 
483 663 724 579 425 


29 14 9 14 17 
16 10 8 5 33 
33 40 70 68 82 
16 10 16 10 27 
2 13 10 19 49 
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Beehive 


BRAND 


@ Pure white beeswax will pro- 
duce a fine-textured, aie 
cream which will win and hold 
your customers. 


Beehive Brand Beeswax is re- 
fined from the best of crude 
beeswax by methods at once 
traditional with Will & Baumer 
and yet scientifically modern. 
Beehive Brand Beeswax is sun- 
and-air bleached in our own 
modernly arranged and equip- 
ped bleachery. Because of its 
superior quality, smaller quan- 
tities can be used with im- 
proved results. 


If you are interested in investi- 
gating the possibilities for im- 
provement in your products, 
just write for further informa- 
tion to: 


Department A-9 


WILL & BAUMER CANDLE CO., INC. 


Established 1855 


Spermaceti Ceresine 
Composition Waxes Hydistear Red Oil 


Syracuse, New York 


August, 1938 


AATEC ALON 
FINE CREAMS REQUIRE 
PURE WHITE BEESWAX 


Yellow Beeswax 


Stearic Acid 





CONSTANT RESEARCH 
has enabled DUVAL 


to sell its products to an 
ever-increasing clientele. 


To makers of 
Toilet Preparations Flavoring Extracts 
Food Products Insecticides 
Dentifrices Soaps, Perfumes, etc. 


We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
Essential Oils, Aromatic Chemicals, and all 
other Perfume and Flavor Materials that you 
may be using in your products. 


Here are a few testimonials received 
on Rose Paris 


" ... I'd like you to know that | am delighted 
with both of them. Am particularly enthusi- 
astic about the Rose Paris and predict for 
you a great run on this. In my judgment it 
is a better product than some others are sell- 
ing for double the price you ask for this.” 


Oil Bouguet D’Orient 


for Face Powder 


"This has just come through from our powder 
manufacturer and we are more than de- 
lighted with it." 


® 
a Oil Dentifrice 
"Your developing of the flavor for our dental 
powder is a marvelous achievement. We know 
of no one who could duplicate your result; 


in fact we tried other houses before being 
referred to you. 


COMPAGNIE DUVAL 


121-123 E. 24th Street, New York, N. Y. 


STuy-9-2261-2 


Company Union Banned by 
N.L.R.B. At Cosmetic Concerns 


The National Labor 
Relations Board on July 19 ordered 
Ronni Parfum, Inc., and Ey-Teb Sales 
Corp., both of New York, N. Y. to cease 
their anti-union activities against United 
Mine Workers of America, District 50, 
Chemical Division, (CIO), to disestab- 
lish a company-dominated union of 
their employees, and to reinstate four 
employees to their former positions, 
with back pay from August 13, 1937, 
the date of their discharges to the 
present time. 

The companies are required to post 
notices for 30 days and maintain them 
in conspicuous places throughout the 
single plant which they share, stating 
that they will cease engaging in unfair 
labor practices, that the company union 
is disestablished, and that an agreement 
between the companies and the com- 
pany union is void and of no effect. 

Organization of the companies’ em- 
ployees was begun by the UMWA in 
June 1937. Officials immediately began 
a vigorous campaign against the union, 
culminating in the formation of a com- 
pany union and the discharge of four 
active members of the UMWA. 

Ronni Parfum, Inc., manufactures 
perfumes. Ey-Teb Sales Corp. manufac- 
tures eye preparations and_ kindred 
products. The interests of the two com- 
panies are the same. 


Jergens Organization 
Sues to Recover Excise Taxes 


Andrew Jergens Co., 
John H. Woodbury, Inc., and Jergens- 
Woodbury Sales Corp., Cincinnati, Ohio 
have filed suit against Thomas J. Con- 
nor, Collector of Internal Revenue for 
$364,337 in excise taxes allegedly col- 
lected erroneously and illegally. 


Free French Ports 
Authorized to Promote Trade 


One of the most im- 
portant steps taken in recent years to 
promote trade to, from and through 
France is the decree-law authorizing 
the establishment of duty and tax-free 
zones in French and Algerian maritime 
and river ports. Permissible operations 
are confined to sorting, mixing, crush- 
ing and roasting. Nothing is said 
about packaging but this is inferred. 


Marking Parcel Post 
from U.S. A. to France 


The International 
Postal Union has ruled that certificates 
of origin accompanying parcel post 
packages shipped to France shall be 
affixed to shipping and customs docu- 
ments instead of being enclosed within 
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the package, except in case of parcels 
from the U. S. A. when notice shall 
appear on the cover, next to the ad- 
dress, that the certificate is packed 
within. 


Thomas Coyle Now in Fritzsche 
Quarter of a Century Club 


Fritzsche _ Brothers’ 
Quarter of a Century Club has in- 
creased its membership to ten! Thomas 
Coyle, who came to the firm on July 
30, 1913, is the latest to attain the 
honor and distinction of membership. 
The occasion of his 25th anniversary 
and induction into the club was cele- 
brated on July 29 with a luncheon at 
Charles’ Restaurant, New York, where 
he was made the recipient of a sub- 
stantial Government Bond, a gift of the 
company’s executives, and a gold wrist 
watch from his fellow employes. In 
making the bond presentation, F. H. 
Leonhardt, president, who presided, 
lauded him highly for his splendid 
achievement and expressed his and the 
firm’s appreciation for his many years 
of faithful and continuous service. In 
his response, Mr. Coyle stated that he 
considered himself fortunate to have 
had the privilege of so long an asso- 
ciation with so fine an organization. 
Those attending the luncheon be- 
sides Mr. Leonhardt and the guest of 
honor were Miss Mary Neary and Miss 
Mae Caufield, Ralph R. Redanz, Fran- 
cis Riley and Robert Waugh, all mem- 
bers of the Club. Absence from the 
city prevented the attendance of the 
remaining members, Wm. A. Welcke, 
George L. Ringel and Ben F. Zimmer. 


Forvil Account to 
Rudolph Storfer 


Parfums Forvil, Nan- 
terre, France has appointed Rudolph 
Storfer, 26 Waverly Place, New York 
City as its American representative. 
Forvil perfumes enjoy a high reputation 
abroad. 


Canadian Manufactured Cos- 
metics Show Marked Increase 


A quarter, perhaps 
a third, of Canada’s industries are vi- 
tally dependent on chemistry in that 
they employ chemical processes, Dr. 
R. H. Coats, Dominion Statistician, said 
recently, in an address to the Society of 
the Chemical Industry, in Ottawa. 
Chemists could visit 1,400 manufac- 
turing plants in Canada, representing 
an investment of about $1,100,000,000 
and producing annually goods valued 
at about $800,000,000 and see chemical 
processes, Dr. Coats said. 
“The depression may not have im- 
proved women’s looks generally but 


certainly they are taking better care of 
what they have,” said Dr. Coats. In 
1929 the value of Canadian-manufac- 
tured cosmetics and allied articles was 
$4,500,000, but in 1937 it reached $6,- 
500,000. 

Victor G. Bartram, Montreal, chair- 
man of the Canadian Council, was 
elected president of the society, the 
second Canadian to hold that office. He 
has been closely associated with the 
marketing of Canadian chemicals 
throughout the world but particularly 
in the Empire and in the United States. 

The society named four vice-presi- 
dents and four councillors, all residents 
of Great Britain. The four vice-presi- 
dents are: Viscount Leverhulme, Brit- 
ish soap king and retiring president; 
Prof. J. C. Philip, H. V. Potter and 
H. W. Rowell. The four councillors 
are H. E. Cox, Prof. W. M. Cumming, 
F. M. Potter and Stanley Robson. 





TRADE JOTTINGS 


The Dresden Cosmetic Co., Inc. has 
moved its factory and offices from New 
Rochelle, N. Y. to 122 W. 26 St., New 
York City. 


Overnite gloves, made by Specialty 
Products Co., of Newark, N. J. for 
nightwear to keep lotion or cream from 
soiling linens and garments are now 
sanitized so as to be self sterilizing and 
remain germ free. 


The Vigo Chemical Corp., 2616 South 
Seventh St., Terre Haute, Ind. has been 
organized to manufacture soaps and 
cosmetics. 


The Columbus Cosmetic Corp. is be- 
ing organized. Kenneth B. Johnston, 31 
N. High St., Columbus, is attorney for 
the incorporators. 


Helena Rubinstein, Inc. announces re- 
ductions in prices on baby dusting pow- 
der, baby body oil and pasteurized milk 
bath. 


The Amole Soap Co., Tippecanoe 
City, Ia. which has been in business for 
half a century has been purchased by 
John Ledger of the Standard Chemical 
Co., Dayton, Ohio. 


The Jardin d’ Essais, Grasse, France 
is studying methods of checking the ef- 
fect of frost on jasmin and means of 
combating jasmin parasites. 


The McGraw-Hill Book Co. announces 
for early Fall publication The Prin- 
ciples of Professional Beauty Culture 
by Herman Goodman, B.S., M.D., New 
York physician, dermatologist and 
teacher. 
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VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 


This quality product is especially worthy of your consideration. 


Sole Agents for the United States: W. J. BUSH & CO., Inc., New York 
Sole Agents for Canada: W. J. BUSH & CO. (Canada) Ltd.. Montreal, Canada 


OIL LAVENDER ALTITUDE 


It costs more than inferior oils; — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
standard in quality, odor, uniformity. 


Bebe VOT3/ Cac) (ores il ocr 
W. J. BUSH & CO. 
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IMPORTS 55 ANN STREET 


PLYMOUTH ORGANIC LABORATORIES - INC: NEW YORK-N:-Y°U:S:A> 





TELEPHONE BEEKMAN 3-3156-3162 

> a CABLE ADDRESS PARSONOILS, NEW YORK 
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PLYMOUTH BIG FOUR 


PLYMOUTH Crystal “E” White Oil PLYMOUTH White Cirine Wax 
[ Water-white, odorless and tasteless and of U.S.P. Acid A special grade of White Ceresin Wax prepared for the 
Test. Used as a standard by the cosmetic industry for cosmetic trade. Absolutely white and odorless. 
30 years. 
PLYMOUTH Zinc Stearate U.S.P. PLYMOUTH Stearic Acid, Triple-pressed 
Specially manufactured by us for face powder manu Eastern Distributors for Harkness & Cowing. This is the 
facturers. Absolutely white, odorless. Covering 30 finest triple-pressed saponified Stearic Acid available 
years experience this represents the ultimate Zin from any source. lodine number |.5 to 1.75. Extremely 
i Stearate. Also Maaqnesium. pure, odorless. 
PLYMOUTH Powder Base No. 7 PLYMOUTH Sun-Burn Preventer Oil Concentrate 
A new raw material for face powder manufacturers. High in effectiveness, low in final cost. Simple to com- 
From 5-15% added to your present formula will improve bine in sun-burn preventer oils, creams or lotions. 
your powder, giving it more adhesiveness, greater Scientific data covering its use and effectiveness is 
spread and covering power. available. 


PLYMOUTH Soapless Shampoo Base 
Low in final cost because it will take up areater amount 
of water and remain perfectly clear and of heavy body. 
Easy to odor. A combination of soluble Olive and 
Castor Oils ombined with specially treated White 
Mineral Oil. 


A complete line of Cosmetic Raw Materials 
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Ponds Extract Co. Answers 
Federal Trade Commission 


The Ponds Extract 
Co., defending its advertising of cleans- 
ing creams, has filed an answer to the 
Federal Trade Commission’s complaint. 

It contends that the commission’s 
complaint misquoted its advertisements 
and that, when the claims cited are 
correctly quoted with the context, they 
are true statements of fact. 

The Ponds company criticized the 
commission’s assertion that the cream 
was advertised to keep the underskin 
“alive.” saying that it had not used this 
word in the advertising. 


Prominent Manufacturers Attend 
Hall of Pharmacy Preview 


An enormous medi- 
cine cabinet, 20 ft. high and 15 ft. 
wide, will be the chief of three exhibits, 
to be presented in the Hall of Phar- 
macy at the 1939 New York World’s 
Fair. A preview of a scale model of 
the cabinet was held recently. Among 
those who attended the meeting were: 
Joseph A. Huishing, chairman; Lee H. 
Bristol, vice-president of the Bristol- 
Myers Co.; L. H. Mercer, Director of 
Red Cross Products of Johnson & 
Johnson; Michael M. Hare, G. N. Low- 
don, Vick Chemical Co.; G. W. Thack- 
eray, the Lambert Pharmacal Co.; B. L. 
Emery, Chesebrough Manufacturing 
Co.; Manning O’Connor, Colgate Palm- 
olive Peet Co.; Frank Turner, Emer- 
son Drug Co.; W. B. Johnson, Bristol- 
Myers Co.; William M. Bristol, Jr., 
Bristol-Myers Co.; Gifford R. Hart, 
White Laboratories, Inc.; A. H. Die- 
bold, president, Sterling Products. 


Drive Urges Purchase of 
Advertised Brands to Aid Recovery 


A national campaign 
to accelerate recovery by promoting in- 
creased sales of nationally advertised 
products was launched July 26 on be- 
half of manufacturers and retailers by 
American Druggist, Cosmopolitan Mag- 
azine, and the Hearst newspapers. 

It was pointed out that about one bil- 
lion dollars in merchandise is sold an- 
nually over drug and cosmetic counters. 
Accordingly, the drive will begin in this 
field. 

The campaign will emphasize the 
public confidence manufacturers of na- 
tionally advertised brands have won 
through the uniformly high quality of 
their products. This will be done 
through a sustained editorial campaign 
in the American Druggist and the news- 
papers in the Hearst chain. The object 
of the drive is to give an effective an- 
swer to consumer groups and publica- 
tions which are attacking the advertis- 
ing and merchandising of products that 
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have won public acceptance through 
superior quality and economical dis- 
tribution. The slogan will be “Who’s 
a Guinea Pig?” and proof will be fur- 
nished that the consumer of nationally 
advertised brands is protected rather 
than experimented upon. 


Coming Meetings 


Aug. 25—Bims golf. North Hills Golf 
Club, Douglaston, L. I. 

Sept. 16-17—Affiliated Chain Drug 
Stores, Hotel Biltmore, New York 
City 

Sept. 18-21—Associated Chain Drug 
Stores, Westchester Country Club, 
Rye, N. Y. 

Sept. 25-29—National Wholesale Drug- 
gists Association, Greenbrier Hotel, 
White Sulphur Springs, W. Va. 

Sept. 26-27—Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 5-8—Federal Wholesale Druggists 
Association, Chicago 

Oct. 10-14—National Association of Re- 
tail Druggists, Sherman Hotel, 
Chicago 

Oct. 21-22—Fall Meeting and Golf 
Drug, Chemical & Allied Trades 
Section of the New York Board of 
Trade, Skytop Lodge, Skytop-in- 
the-Poconos, Pa. 





OBITUARY 
Dr. Charles H. Herty 


Dr. Charles Holmes Herty, whose 
contributions to the science of organic 
chemistry have made him known all 
over the world, 
died July 27 in 
Savannah, Ga. at 
the age of 70 
years. He had suf- 
fered a heart ail- 
ment. 

He was born in 
Midgeville, Ga., 
educated at the 
Georgia Military & 
Agricultural Col- 
lege and was grad- 
uated from the 
University of 
He received his Ph.D. from 
Johns Hopkins University. 

In 1919 he was sent to Paris by Presi- 
dent Woodrow Wilson to negotiate with 
reparation authorities for the purchase 
of impounded stocks of German dyes 
and chemicals to replenish this coun- 
try’s requirements. He was the first 
president of the Synthetic Organic 
Chemical Manufacturers’ Association. 
After ten years’ labor, he produced a 
good white paper from southern pine 
long believed to contain too much resin 
to be used profitably for anything but 





Dr. Charles H. Herty 


Georgia. 








yellow paper. He was honored in 1932 
with the American Institute of Chem- 
ists medal and in 1934 with the Herty 
medal of the American Chemical So- 
ciety, named in his honor. 

He is survived by a daughter, Miss 
Sophie D. Herty, Savannah, Ga.; two 
sons, Charles H. Herty, Jr., Bethlehem, 
Pa., and Frank B. Herty, Brooklyn, 
N. Y.; and a sister, Mrs. W. D. Hooper, 
Athens, Ga. 


Frank M. Bauer 


Frank M. Bauer died at his residence, 
419 Beach 122nd St., Rockaway Park, 
Long Island, N. Y., July 20. 

Mr. Bauer, the 
son of Jacob Bauer 
and Emma Bauer, 
née Helck, was 
born in 1876. Mr. 
Bauer entered 
business in 1900 
with Henry Pfaltz, 
forming the firm 
of Pfaltz & Bauer, 
Inc. importers of 
chemicals, scien- 
tific instruments 
and laboratory ap- 
paratus. Steadily growing, the firm be- 
came an important factor in supplying 
equipment to American universities and 
industrial concerns. Mr. Bauer was also 
president and director of Calny Realty 
Corp. and the Coast Realty Corp. 

Active in civic and industrial affairs, 
Mr. Bauer was a member of the Masonic 
Club of New York, the Square Club, 
Shriners, Queensboro Lodge B.P.O.E., 
Columbia Yacht Club, New York Board 
of Trade, Drug & Chemical Club, Em- 
pire State Club, and the Rockaway 
Civic Club. He is survived by his wife, 
Eda Warner Bauer. 





Frank M. Bauer 


Irwin J. Falck 


Irwin J. Falck, a member of the soap 
manufacturing firm of F. L. Falck & 
Co., Pittsburgh, Pa., died at Manteo, 
N. C., July 7 at the age of 34. 


Albert C. Man 


Albert C. Man, flavoring extract 
manufacturer, of Fredonia, N. Y., died 
July 12 at the age of 70 years. 


A. D. Laurence 


A. Derby Laurence, director and as- 
sistant treasurer of the Joseph Burnett 
Co., Boston, Mass., died July 22 at the 
age of 55 years. 


Harry C. Crowell 


Harry C. Crowell, secretary of the 


New York Board of Trade, died July 29. 
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4 Y 1) K () ( () ‘Be YOUR CREAMS AND LOTIONS 


all set por pall and deans’ 


sales success? 


We suggest that you modernize them now with 





This product is one of the 


most satisfactory emulsifiers on 7 ° 
egin 
the market. a vegetable wax emulsifier, for making oil-in- 
water greaseless creams, lotions, ointments. Also 
for modern neutral creams (no saponification 
necessary ). 
It is extremely simple to handle 
Protegi 
totegin 


and will give a cream with a 
the odorless lanolin absorption base. Contains the 
active ingredients of lanolin without any of its 
pH number below 7. 


objectionable features. Used in modern, neutral 


nourishing and cold creams. 






FOR WINTER | 


If this product is of any interest 





to you we will be glad to 
submit an adequate sample and 


WRITE TODAY 


for experimental 


formula for its use. 








F samples and prov- 
f en formulae. 
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p> H. A. Wiedman, sales manager for 
P. R. Dreyer Inc., New York City, since 
1936. has been elected secretary of the 
company. Prior to 
joining the Dreyer 
organization Mr. 
Wiedman was as- 
sociated with Mag- 
nus, Mabee & Rey- 
nard Inc., the 
Schering Corp., E. 
Fougera & Co., 
Inc., and McKes- 
son & Robbins, 
Inc. All told, Mr. 
Wiedman has been 
identified with the 
drug, chemical, essential oil and aro- 
matic chemical industries for 2] years. 
He thus brings to his new task wide ex- 
perience and knowledge of the needs of 
the industry as well as a broad acquaint- 
ance with the men in the allied indus- 
tries. 





H. A. Wiedman 


> Frank N. Carpenter for many years 
identified with the toilet preparations 
industry for some of the well known 
concerns and formerly active in asso- 
ciation work has joined the organiza- 
tion of Shulton Inc., New York City as 
assistant to William L. 
dent. 


Schultz, presi- 


> Sherman Robinson of Whittaker, 
Clark & Daniels, Inc., New York City is 
back at his desk after enjoying a vaca- 
tion in Ocean Grove, N. J. 


p> S. A. de Vries, manager of the 
Chicago office of van Ameringen Hae- 
bler Inc., sailed on the Statendam, 
August 5, for a five weeks vacation 
trip in Holland. 


p H. Stanley Redgrove, B.Sc., F.LC., 
F.R.H.S., the distinguished cosmetic 
chemist and consultant of London, 
who is a fre- 
quent contributor 
to The American 
Perfumer, arrived 
on the Queen 
Mary July 31 for 


a business’ and 


r 


pleasure visit to 
the United States. 
After spending a 
week calling on 
the trade and vis- 
iting places of in- 





H. Stanley Redgrove 2 
terest in the met- 


ropolitan area, Mr. Redgrove spent a 
week in Boston and its vicinity where 
he collected data for forthcoming lit- 
erary work. Mr. Redgrove was accom- 
panied by Mrs. Redgrove and Miss 
Venables, an associate. 
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THERE 


> J. Everton Turner, president of the 
Turner White Metal Co., Mrs. Turner, 
and their son Jack, are enjoying a vaca- 
tion at Long Lake, N. Y. 


> Kenneth G. Voorhees, the popular 
vice president of Ungerer & Co., New 
York, N. Y., is receiving congratula- 
tions on the birth of a son. Kenneth Jr. 
a lusty little fellow came into the world 
June 1. 


> M. A. Blanque, Bruno Court, Grasse, 
France has been appointed president 
of the new bureau of the Centre d’ 
Etudes d’ Antibes which is to consider 
the best rose plants to develop and the 
regeneration of parma violets. 


> Dr. Walther Langer, consulting and 
research chemist, New York City and 
Mrs. Langer have returned from a two 
months’ trip to England and France. 
Most of his time was spent in research 
work on hormones. 


> Carl Berlin, Parfums Ciro, has just 
returned to Paris after an extended 
visit to South America, Central Amer- 
ica, and New York 
City. Mr. Berlin 
concentrated his 
activities here for 
nearly two months 

working on 
plans for the 
American intro- 
duction of Ciro’s 
new perfume, 
Danger. Danger 
will be ready for 
distribution by 
Guy T. Gibson, 
Inc.. New York City this Fall. 


Carl Berlin 


> Edward S. Buckley, member of the 
firm of Thurston & Braidich, New York 
City, importers of vanilla beans, tonka 
beans and gum arabic, is back at his 
desk following a month’s vacation at 


Oakland, Me. 


> Mrs. Fanstenia Wakefield, of the 
House of Wakefield, Sanford N. C., 
was a recent visitor to the trade in 


New York City. 


> J. Le Bloas Marlaine, head of Mar- 
laine Parfums Cie, New York, N. Y.. 
secured wide publicity in opposition to 
the proposed one per cent sales tax sug- 
gested by former governor Alfred E. 
Smith as a means of bearing part of 
the cost of the state housing bill, by 
means of a brief but well worded letter 
to Mr. Smith which was read at the 
state Constitutional convention. 


> R. Righton Webb, treasurer of W. J. 
Bush & Co., Inc., New York City, ac- 
companied by Mrs. Webb and _ their 
son, sailed for England, August 1. 
While abroad Mr. Webb will spend 
much of his time in conference with 
officials of W. J. Bush & Co., Ltd., in 
the London office. It is Mr. Webb’s 
annual visit to England. He expects 
to return early in September. 


> Edward V. Killeen, president of 
George Lueders & Co., New York City, 
and Mrs. Killeen returned on the 
Queen Mary last 
month after an in- 
teresting tour of 
Scotland. It was 
their first visit to 
Scotland and Mr. 
Killeen was much 
impressed with 
the beauty of St. 
Andrews, 400 
years old, the site 
of the first golf 
course. 





Edward V. Killeen 


In Edinburgh 
and Glasgow friends were visited and 
stops were made in famed Loch Lo- 
mond and Trossacks, both of which 
impressed Mr. Killeen very much. Be- 
fore visiting Scotland, they made their 
first visit to London in 16 years, where 
they spent a week, returning for a few 
days after the trip to Scotland. They 
also crossed the Channel for a visit 
with Mr. Batzouroff in Paris. 


> Alfred Woititz, secretary of the Al- 
may Pharmaceutical Co., New York 
City, and Mrs. Woititz are spending the 
months of August and September in 
Murray Bay, Quebec. 


> John Wittig who won distinction as 
pitcher for the baseball team of McCor- 
mick & Co., Baltimore, Md. has been 
signed by the New York Giants of the 
National league and will be in a New 
York uniform next season. 


> Mrs. Marian deBeauchamp of the 
Dodge & Olcott Co., New York City, has 
returned from a vacation trip to the 
Pacific Coast. On the way to California, 
she stopped at the Grand Canyon of 
Arizona. In Los Angeles, she was enter- 
tained by R. Eliott Fernald. Pacific 
coast representative of the Dodge & 
Olcott Co. and Mrs. Fernald, as well as 
other personal friends. Each day while 
in California, Mrs. deBeauchamp cov- 
ered about 350 miles in visiting places 
of interest. A trip to Catalina Island, 
to the movie studios, and to the Hamil- 
ton library in Pasadena were _ high- 
lights of the trip. Returning by way 
of El Paso, Texas, the Carlsbad 
Caverns were visited, after which Mrs. 
deBeatichamp went to Galveston and re- 
turned to New York by boat, stopping 
off only at Miami. 
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Your own brand 
of cosmetics. . . 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 


want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 


confidential price lists. 


obligation to purchase. 


This carries no 





We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 


CREAMS Sundries (Cont'd) Liquids (Cont'd 

Acne Cream Rouge After Shave 

All Purpose Eye Shadow Lotion 

Bleach Dusting Powder Deodorant 

Cleansing 

Cocoa Butter 

Cold LIQUIDS FACE POWDER 

Foundation Perfumes More than 70 

Lemon Toilet Water shades of the 

Tissue Shampoo highest grade in 

Beauty Mask Hair Tonic Light, Med. and 

Clay Pack Lotions Heavy weight 

Deodorant Skin Tonics carried in stock. 
Astringent The quality of 

SUNDRIES Brilliantine our Face Pow- 

Rouge Compact Powder Base der has a world 

Lip Sticks Muscle Oil wide reputation. 


The 


linker 


MFG. 4ESG. CO 


9200-9210 Buckeye Rd., Cleveland, Ohio 
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SERVICE 


FUR CAN USERS 


You'll appreciate the direct and 
personal contacts made with our 
organization in the purchase of 
your can requirements. 


It is the policy of this Company 
that the customer has the right 
to know, not only our salesman, 
but the men who actually manu- 
facture our product. 


In the arrangement of new de- 
signs and the control of orders for 
packages already established, you 
will enjoy friendly and direct dis- 
cussions with our operating heads 
and eliminate red tape and delays. 


In addition, we offer the best there 
is in price and quality. 


* 


FEDERAL 
TIN COMPANY 


INCORPORATED 


&- BARRE STS. 





































NEW YORK MARKET 
Witn July, normally the slowest 


month in the year, having passed, 
suppliers of essential oils, chemicals 
and other raw materials feel more 
confident with regard to the future. 
A steady revival in business is an- 
ticipated. The worst, it is believed, 
is over. 


Prices Lowered 

Pricewise the market was featured 
by a complete reversal in some of 
the soap oils. Alcohol prices were 
lowered 2 cents a gallon all along 
the line, however, and competition in 
vanillin brought a further decline in 
values. A few of the essential oils 
suffered further losses. In certain in- 
stances the lowering of essential oils 
appears to have been carried too far, 
but only time will tell whether or 
not this is so. 


Aromatic Chemicals 


Sentiment among makers of aro- 
matic chemicals is considerably bet- 
ter, many feeling that because of the 
small stocks being carried by manu- 
facturing consumers, the wholesale 
market should respond very quickly 
to any upturn that is likely to take 
place in the sale of manufactured 
products. 

Eucalyptol displayed a soft tone 
over the past month with raw mate- 
rial prices being highly favorable be- 
cause of competitive conditions. No 
change was uncovered in the price 
of citral though holders seemed 
rather anxious to move material be- 
cause of fair size stocks. Under the 
influence of an inactive demand and 
liberal offerings heliotropin regis- 
tered a further decline. 


Crude Glyeerine 

Domestic consumers of crude gly- 
cerine were inclined to be rather cau- 
tious in their operations because of 
the weakness in the foreign market. 
Refiners reported a fairly even move- 
ment of chemically pure to regular 
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consumers. This served to keep the 
market in a fairly steady position 
despite the fact that individual with- 
drawals were usually made up of 
small lots. 


Floral Oils Quiet 

Trade in floral oils was quiet. Fol- 
lowing a period of falling prices, 
geranium is said to be among the 
cheapest articles in the group. Anise 
and cassia were easier. Anise is still 
very firm for shipment but the ar- 
ticle is not receiving much support 
by consumers in this market. 


Japanese Menthol 

Japanese menthol was irregular. 
Reports of flood damage created con- 
siderable speculative interest and for 
a time trade factors thought that the 
market would go to $4 a pound. Sales 
between dealers had been made at 
$3.35 a pound in cases. It was soon 
discovered, however, that consumer 
demand was entirely at a standstill; 
and in the absence of any support 
from this direction, the market 
quickly settled back. In the final 
week of July importers were offering 
goods at $3.25 and indicated this fig- 
ure could have been shaded on a bid. 


Caliornia Orange Oil Down 


Outstanding in the essential oil 
group was a sharp reduction in Cali- 
fornia orange oil, and the continued 
strength in mint oils. Consumption 
of orange oil has been running well 
below last year. The supply of 
orange is considerably larger than 
the demand with liberal offers of 
West Indian, Italian and African oils 
all serving to depress the market. 
With distillation of new crop pepper- 
mint under way, reports indicate that 
this year’s production may possibly 
be smaller than last year. Barring 
any unforeseen developments, how- 
ever, it is expected that there will be 
sufficient oil to take care of con- 
sumers’ requirements over the 1938- 
1939 season since it is reported that 
there will be a fair size carryover of 





oil from last year. Favored with hot 
weather, the lemon oil market was 
active. Italian oil continued high in 
price compared with the California 
article. In spite of this, importers of 
the better known brands enjoyed a 
good volume of business throughout 
the period. 





GRASSE REPORT 
(From Our Own Correspondent) 


Grasse, France, August 5.—In our 
last report, we described the Winter 
as one of the most unusual with 
which we have been favored. Late 
frosts in April unfortunately came to 
jeopardize the hopes which had been 
raised for the mass of the crops and 
the plants which produce perfume 
have paid their tribute to the ravages 
which have been widespread through- 
out the Provencal region. 


Rose Crop Deficient 

At Grasse the rose crop was de- 
ficient. The more privileged sections 
had a nor- [Continued on page 74] 


Scene in Grasse, France 
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Kazanlik . 


P.K. SHIPKOFF & CO. 


Bulgaria 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 
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SHIPKOFF’S OTTO 


of ROSE e 


¢ Own Distillation . . . is always uniform 


and of one quality only. . 


Distributing depots: @ 
PARIS * 





SUNBLEACHED BEESWAX 


This is a photo of our Beeswax plant taken by the 
FAIRCHILD AERIAL SURVEYS, INC. It 
shows the factory together with the many large 
bleaching racks, which have a capacity of 100,000 
Ibs. of beeswax, making this plant the largest of 
its kind in the world. 

Our sun-bleaching method, of which we have over 
80 years experience, does not bring the beeswax 


KOSTER KEUNEN 


NEW YORK e 
GRASSE 


. the BEST 


LONDON 
+ HAMBURG 


into contact with any chemicals, either before, 
during or after the bleaching process. It simply 
oxidizes the coloring matter of the yellow beeswax 
completely, without changing the natural proper- 
ties of the crude beeswax. 

This method of bleaching is your guarantee that 
the finished product will remain the same indefi- 
nitely, that it will produce the most stable creams. 


SAYVILLE 
(LONG ISLAND) 
NEW YORK 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 
ELSEWHERE IN THE U.S.A., BY KUHNE-LIBBY CO., 54 FRONT ST., NEW YORK, N. Y. 
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ESSENTIAL OILS 


Almond Bit., 
Ss. PL. A 
Sweet True 
Apricot Kernel 

Amber rectified . 

Amyris balsamifera 

Angelica root 

Anise, U. S. P. 

Aspic (spike) ae 
French : 

Bay .. 

Bergamot - 

ey eee ee 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 

Cade, U. S. P. 

Cajeput 

Calamus 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamon, Ceylon ‘s 

Cassia rectified, U. S. P. 

Cedar leaf 

CORO? WORE 2. cccsccesccee 

Celery ; 

Chamomile (oz. ) 

Cinnamon 

Citronella, Ceylon . 

Java 

Cloves Zanzibar 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin .. 

Dillseed 

Erigeron . 

Eucalyptus 

Fennel, Sweet 

Geranium, Rose, Algerian 
Bourbon 
Turkish 

Ginger 

Guaiac pone 

Hemlock ; 

Juniper Berries 

Juniper Wood . 

Laurel 

Lavender, French . 

Lemon, Italian 
Calif. 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage . 

Marjoram ; ; 

Neroli, Bigarde, P.. 
Petale, extra 

Olibanum 

Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 


per |b 


Orris root, con. (oz. ). ' ; a 
. 35.00@ 50.00 


Orris root, abs. (oz.) . 
Orris Liquid . 
Patchouli or 
Pennyroyal Amer. 

French 
Peppermint, natural 

redistilled 
Petitgrain 

French 
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$2.25@ $2.50 
2.10@ 2.60 
69@ 90 
30@ 35 
A8S@~=«.55 
3.00@ 3.25 
75.00@ 100.00 
80@ .95 
1.35@ 

1.55@ 

1.45@ 1.70 
3.80@ 4.00 
1.65@ 3.25 
18@ = .22 
70@ .85 
1.55@ 2.50 
4@ «48 
46@ «70 
4.20@ 4.75 
19@ ~~ 23 
1.30@ 1.50 
1.65@ 2.00 
1.95@ 2.10 


-. 16.00@ 33.00 


25@ 1.10 
65@ .90 
24@ 26 
9.00@ 12.00 
5.50@ 8.00 
8.00@ 25.00 
36@ 43 
A2@~—=s««45 
98@ 1.05 
58@ «62 


. 17.50@ 23.00 


1.35@ 1.45 
2.60@ 2.90 
6.75@ 8.50 
2.75@ 3.75 
2.40@ 3.00 
35@ 38 
1.10@ 1.25 
3.35@ 3.75 
2.65@ 3.00 
2.05@ 2.60 
6.00@ 6.75 
2.75@ 3.15 
1.05@ 1.25 
1.10@ 1.35 
50@ .60 
6.50@ 8.00 
2.40@ 4.75 
3.35@ 4.00 
2.50@ 

40@ .90 
4.75@ 5.35 
8.50@ 9.00 
1.20@ 1.30 


-. 60.00@ 70.00 


5.25@ 8.00 


. . 1 15.00@ 130.00 
140.00@ 155.00 


5.00@ 5.25 
2.20@ 2.50 
2.05@ 2.35 
2.40@ 3.25 
2.60@ 3.10 
75@ .90 
5.25@ 5.50 


18.00@ 25.00 
4.00@ 7.50 
1.65@ 1.85 
1.40@ 1.65 
2.25@ 2.35 
2.45@ 2.65 
1.10@ 1.35 
2.35@ 2.50 


(Quotations on these pages are those made hy local dealers, but are subject to revision without notice) 


Pimento 2.40@ 6.00 
Pinus Sylvestris . .... 1.60@ 2.00 
CE Shines cck ene ss 1.75@ 1.90 
Rose, Bulgaria (oz.) 5.50@ 13.00 
Rosemary, French . 58@ = .70 
Spanish 55@ «70 
Sage i 1.30@ 1.65 
Sage, Clary Pane kiws pote 25.00@ 30.00 
Sandalwood, East India 5.00@ 6.00 
Australia 5.25@ 6.00 
Sassafras, natural . 1.00@ 1.35 
artificial .. 35@ «39 
Spearmint 1.75@ 2.00 
Snake root...... ee 9.50@ 11.00 
Thane, FOE on... ccccccccee «TD USS 
a gamiRMRKe ES 95@ 1.40 
Valerian 8.00@ 10.00 
Vetivert, Bourbon . 5.25@ 7.75 
Java . 10.00@ 18.00 
Wintergreen 3.35@ 8.00 
Wormseed . 2.75@ 3.50 
Ylang-Ylang, Manila 18.00@ 24.00 
Bourbon 3.65@ 7.00 
TERPENELESS OILS 
Bay 3.15@ 4.00 
Bergamot oe serecbewne ce i ae 
Clove 3.25@ 5.00 
Coriander -.- 40.00@ 
Geranium 8.00@ 12.50 
Grapefruit 50.00@ 64.00 
Sesquiter peneless awe 85.00@ 
Lavender 7.50@ 11.50 
Lemon 14.50@ 21.00 
Lime, ex. . 50.00@ 72.00 
Orange, sweet . 98.00@1 10.00 
NE en sakes . 90.00@1 15.00 
Petitgrain 2.50@ 3.50 
Rosemary bbes60s0 toes 5. ae ee 
Saga, Clary .............. 90.00@ 
Vetivert, Java ... 35.00@ 
Ylang-Ylang . 28.00@ 35.00 
DERIVATIVES AND CHEMICALS 
Acetaldehyde 50% ...... 2.00@ 
Acetophenone ............ 1.35@ 2.00 
Alcohol C 8 ...... . 16.00@ 20.00 
C9 25.00@ 40.00 
C 10 20.00@ 28.00 
C il . 17.50@ 22.00 
C 12 . 13.00@ 22.00 


Aldehyde C 8 ........... 
C9 


Cc 10 
Cc il 
C 12 
C 14 (so-called) 
C 16 (so-called) 


Amy! Acetate ........... 
Amyl Butyrate ........... 
Amyl Cinnamate ......... 
Amyl Cinnamate Aldehyde. . 


Amyl Formate 


Amy! Phenyl Acetate ..... 
ree 


Amyl Valerate 
Anethol .... ata 
Anisic Aldehyde ; 


Benzophenone .... 


Benzyl Acetate ........... 


Benzy! Alcohol 


Benzyl Benzoate .......... 


Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 


Benzyl Iso-eugenol ......... 
Benzylidenacetone ........ 


25.00@ 30.00 
40.00@ 65.00 


. 38.00@ 55.00 
_ 27.00@ 40.00 
. 24,00@ 32.00 


13.00@ 


. 13.00@ 


75@ 1.00 
1.05@ 1.25 
4.50@ 5.80 
. 00@ 3.50 

1.60@ 1.90 
3.00@ 5.55 





Borneol iiesccsenece an CR 
Bornyl Aastabe ........000. 1.25@ 4.50 
err 3.85@ 4.50 
Butyl Acetate ............. -60@ 
Butyl Propionate .......... 2.00@ 
Butyricaldehyde ........... 12.00@ 
Cinnamic Acid ............ 3.75@ 4.50 
Cinnamic Alcohol ......... 3.05@ 3.75 
Cinnamic Aldehyde .. ; 85@ 1.25 
Cinnamyl Acetate ......... 7.50@ 11.00 
Cinnamyl Butyrate ......... 12.00@ 14.00 
Cinnamyl Formate ......... 13.00@ 
oS) 1.75@ 2.80 
Citronellal ................ 85@ 1.65 
Citronellol .. ocases Nene Wao 
Citronellyl Acetate ........ 3.50@ 5.00 
Coumarin . ccsccee Sea ae 
Cuminic Aldehyde salle gaat 27.00@ 48.00 
Diethylphthalate ........... 26@ ~~ .35 
Dimethyl Anthranilate . 5.75@ 8.00 
Ethyl Acetate ............. 30@ = «50 
Ethyl Anthranilate ......... 5.75@ 7.50 
Ethyl Benzoate ............ 1.20@ 1.75 
Ethyl Butyrate ............ 1.00@ 1.25 
Ethyl Cinnamate .......... 3.30@ 3.85 
Ethyl Formate ............ 1.00@ 1.25 
Ethyl Propionate .......... 1.20@ 2.35 
Ethyl Salicylate .. ......... I.15@ 2.50 
Ethyl Vanillin .............. 9.50@ 14.25 
NED: cosas <d-nevees ts 57@ ~~ «65 
Eugenol eaamage 2.00@ 2.50 
Geraniol, dom. ............ 1.15@ 2.85 
Geranyl Acetate .......... 1.70@ 3.00 
Geranyl Butyrate .. 6.00@ 8.00 
Geranyl Formate .......... 5.00@ 7.00 
Heliotropin, dom. ..... 2.00@ 2.80 
MNS icnire ce xirescs os 2.35@ 2.50 
Hydratopic Aldehyde ..... 25.00@ 27.50 
Hydroxycitronellal ......... 2.00@ 6.50 
Indol, C. P. (0z.) 1.90@ 4.25 
Tr 2.30@ 
Iso-butyl Acetate .......... 2.00@ 2.65 
Iso-butyl Benzoate ......... 2.75@ _ 3.25 
Iso-butyl __ wei aerate s 2.75@ 5.50 
Iso-eugenol i+soacce Se ee 
ON oe 2.00@ 
I sihindes Kanes wacines 2.35@ 4.75 
Linalyl Acetate 90% ....... 2.25@ 3.50 
Linaly! Anthranilate 15.00@ 


Linalyl Benzoate ....... ae 10.50@ 
Linalyl Formate .... 9.00@ 12.00 


Menthol, Japan 3.25@ 3.40 

hi on as 2.25@ 3.00 
Methyl Acetophenone ceccue eta 200 
Methyl Anthranilate ....... 2.25@ 2.75 


Methyl Benzoate ........... ‘15@ 1.75 


Methy! Cinnamate ......... 3.25@ 4.00 
Methyl Eugenol ........... 3.50@ 6.75 
Methyl Heptenone ........ 2.50@ 4.50 
Methyl Heptine Carbonate . 25.00@ 28.00 
Methyl Iso-eugenol ........ 6.25@ 11.50 
Methyl Octine Carbonate .. 26.00@ 32.00 
Methyl Paracresol ....... 3.00@ 5.25 
Methyl Phenylacetate ...... 2.10@ 2.75 
Methyl Salicylate .......... .42@  .50 
Musk Ambrette ............ 3.25@ 3.65 

Tee: le 

Ee eer ne 1.00@ 1.25 
Nerolin (ethyl ester) ...... 1.55@ 1.80 
Nonyl Acetate ............ 46.00@ 48.00 
Octyl Acetate ............ 35.00@ 40.00 
Paracresol Acetate ........ 3.60@ 5.25 
Paracresol Methyl Ether .... 2.50@ 3.50 
Paracresol Phenyl-Acetate .. 7.50@ 12.00 
Phenylacetaldehyde 50%.... 2.25@ 4.75 


OE eee ec os 5.00@ 8.50 
(Continued on page 74) 
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TH. MUHLETHALER Co. LTD. 


(twee * &-e & Gwe eee 


Nilanigine 


the new, water-soluble ANTI-SUNBURN product for 
CREAMS ° SKIN-OIL-EMULSIONS °¢ LOTIONS 


It promotes the formation of the natural pigment, 
MELANINE, and the tanning of the skin, at the same time 


protecting the skin from harmful burning. 


For detailed technical data and samples get in touch with 


or Our Representative for 
the Dominion of Canada 


GERALD JOHNSON 


Our representatives for the United States 


J. M. SCHEAK & COMPANY Orbis Products Corp. 


110 CHURCH ST., TORONTO 





MODEL:S:- IMPROVED 
WORLD 
LABELER 


The most flexible labeling machine. Easily 

equipped for labeling any size bottle or 

\ jar. Many exclusive mechanical features, 
developed by manufacturing experience 
of more than thirty-five years. 


Economic Machinery Company 
WORCESTER, MASS. 


Makers of complete line of automatic 
and semi-automatic labelers. 


August, 1938 








215 PEARL STREET NEW YORK CITY, N. Y. 
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DESIGNS thot TELL 
aad SELL” says the Craftmaster 


T & T creations do this because they are the work of 
top-flight designers who know the unusual possibili- 
ties of foil. They are competent to grasp your sales 
appeal and mold it into striking, sales-inducing foil 
creations 

See these T & T designs in foil that tell and sell for 
labels, name plates, window stickers, fancy wrappers, 
signs, display cards and advertising specialties. 


1009 W. Adams St. Chicago, Ill. 
New York San Francisco 


Name_—___ 
Firm_ 
Address 
City dae 

Interested In 








coupon for Samples 


Ft masa oe 
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Phenylacetic Acid ........ 2.25@ 4.00 
Phenylethyl Acetate ...... 2.95@ 5.60 
Phenylethyl Alcohol ........ 2.50@ 4.25 
Phenylethyl Anthranilate ... 16.00@ 

Phenylethyl Butyrate ....... 8.25@ 12.00 


Phenyl Formate ........... 12.50@ 18.00 


Phenylethyl Propionate .oee- F00@ 7.75 
Phenyl Valerianate ........ 16.00@ 
Phenylpropyl Acet. ........ 8.00@ 11.00 
Phenylpropyl Alcohol ...... 4.50@ 8.35 
Phenylpropyl ee a 6.75@ 11.00 
ve karin .... 7.00@ 13.00 
Safrol .... Aan ee rates 52@ ~~ ~-«.58 
Santalyl Acetate Reo Lae 22.50@ 
Skatol C. P. (oz.).. . 5.25@ 8.50 
Styralyl Acetate ........... 8.50@ 13.00 
Styralyl Alcohol ........... 15.00@ 20.00 
Terpenyl Acetate .......... 80@ 1.25 
eee, Gs Pe. vcesncccee 26@ = .36 
PED Kk 4660s auweakan 45@ 
WO os oiser ce ...... 145@ = 1.60 
Vanillin (clove oil) 2.25@ 2.30 
(quaicol) 2.15@ 2.20 
Pure, crystal ... ..-.. 2.15@ 2.20 
Vetivery] Acetate ......... 30.00@ 38.00 
Violet Ketone Alpha ....... oa 10.00 
EO kc acncsveme beets a 5.50@ 8.00 
RN oo as ca See seen int 5. 25@ 8.00 
Yara Yara (methyl ester)... 1.50@ 1.75 
BEANS 
Tonka Beans, Surinam ...... 1.20@ 1.35 
Angostura chcnevece SD Gee 
Vanilla Beans 
Mexican, whole .......... 4.25@ 4.60 
Mexican, cut .......... . 3.50@ 4.00 
Bourbon, whole .. 3.90@ 4.25 
South American . 3.50@ 3.75 


SUNDRIES AND DRUGS 


NR a eek ee 045%4@ .06'/, 
PERE GIEE 5 vos'vscisies c's 25@ «27 
Ambergris, ounce ......... 23.00@ 30.00 
Balsam, Copaiba : ari 23@ = .27 

Peru .. ao. ee a 


pecans ... 48@  .50 


Beeswax, white ............ 39@ = «42 
yellow ‘ 242@ =.27 
Bismuth sub-nitrate ........ 1.13@ 


Borax, crystals, carlot, ton.. 


48.00@ 58.00 


Boric Acid, ton ...........125.00@140.00 
Se el 
Calcium, phosphate ........ .08@ .08%, 
Phosphate, tri-basic . £0@ «412 
Seer .. ee. 524Z@ ~~ 55 
BIN. bs sar dewssvenen 16.00@ 20.00 
Cetyl Alcohol ............  .75@ 1.50 
NS See cw aon ¥e.eae sew 1.90@ 2.15 
GE RINE, ono. sevens .034@ .06!/ 
Cherry laurel wats —, . 4.75@ 5.25 
Citric acid ..... .. 23@ .23', 
Civet, ounce ....... .. se. 600@ 6.85 
Clay, Colloidal ............ 07@ «15 
Cocoa butter lump ........ A5S@ ~~ .25 
Cyclohexanol (Hexalin) .... .30@ 
Fuller's Earth, ton ......... 15.00@ 33.00 
Glycerine, C. P. drms . .. A4Y@ «17 
Gum Arabic white ......... .23@  .25 
Amber ..... cccccses see iv 
Gum Benzoin, eed 1.00@ 1.25 
Ig scncweascasas cs ee ae 
Gum galbanum ........... -20@ 1.05 
ID bn50S iv ks aces nes 36@ «40 
Moenna; powd. ............. lh 4 
SE ere ae 03@ = .05 
OO Ee 3.25) 5.00 
Lanolin, hydrous ........... aT .20 
re 20@ «24 
Magnesium, Carbonate .... .0634@ .07!/, 
SE, ees, ca Dae con é 19@ = .25 
Musk, ounce .............. 21.00@ 28.00 
Oilbanum, tears............ -16@ ~~ .28 
Rae 08@ «10 
Orange flower water, gal. .. 1.50@ 
Orris root, powd. .......... .1I@  .16 
Rr ek ithe 03@ .0434 
Petrolatum, ore 07@ I! 
Oulnes. seed ......0.0.000. 70@ «90 
ONO WIEN. bs ocssccucssces 09@ «10 
Rose leaves, red .......... 2.10@ 2.25 


Rose water, djn. .......... 4.75@ 5.00 
Rosin, M. bbls. 6.20@ 

MOONE GEIS ooscecaeveser 40@ ~~ .45 
BN, ce Fs cmt wees sexvye 1.70@ 1.75 
Soap, neutral white ....... .19@  .23 


Sodium, Carb. 
58% light, 100 pounds .. 1.35@ 2.35 
Hydroxide, 76% solid, 100 


pounds . 2.60@ 3.75 
Silicate, 40°, ‘drums, works, 100 

OO ae err 80@ 1.20 
Spermaceti Puen ee ..  22@ .25 
MB ite Sroka vps sie oa 48@ 2.00 
Tartaric acid .............. 27H%4@ .28, 
Titanium oxide ............ .20@  .22 
Tragacanth, No. | recvee Oe 2.25 
Triethanolamine ........... 45@ ~~ «50 
Violet flowers ....... 1.05 1.15 
Zine oxide, U. S. P. bbls. .. - 09" 15 

DD ck ig Cxsan caveats 1.10@ 1.75 

Aided cutnctencus 21@ ~ .28 


OILS AND FATS 


Tallow, N. Y. C. extra... ...0554 @ 
Grease white.............06 @  .06%4 
lend 2... Sous 0g @ 10 
Coconut Oil, tanks .... . 0844 @ 
Corn Oil, distilled, bbls.....10'/44 @ 10/4 
Red Oil, distilled, tanks. ...07!/. — Nominal 
White, drums ..........1 If, Nominal 
Stearic acid 
Triple pressed ......... 13%, @ 14%, 
MODOMINU ocicnciccs cc ece 14 @ 5 
Castor No. |, tanks........ 0? @ 
ee Manila Grade, 
PUN 50 exp athsactes ae 033 
—— a Midwest “© 
mill, tanks..... ..08 .08! 
Cotton, crude, Southeast, ° - 
NE 6.5 5a evasteais 0714 @ 
Lard, common No. | bbls. 083%, @ 
Palm. Niger, casks ........04 @ 044 
Palm, kernel, tanks.........04/ @ 
Peanut Refined, barrels....10'/7 @ .10% 
Tallow, acidless, barrels 083%, @ 





[Continued from page 70] mal crop, 
equal to that of the previous year, 
whereas that of the rose gardens 
touched by the frost was insignifi- 
cant or worthless. Because of the 
high price which has been estab- 
lished for the flower—8 francs per 
kilogram—the produce obtainable 
has reached the maximum market 
price, causing some buyers to hold 
aloof and give preference to produce 
obtained in other countries. Never- 
theless, the consumption is great and 
the stocks are not heavy enough. 


Jasmine Harvest 


In July we found ourselves at the 
start of the jasmin harvest. It is two 
or three weeks late and in the plants 
one may verify the numerous defici- 
encies due to the late April frosts. 
The temperature at the present time, 
although favorable to the vegetation 
of this shrub, will bring no remedy 
for this state of affairs, and one 
ought, from now on, to anticipate a 
serious deficit. The market price of 
the flower has not yet been fixed but 
there is much talk of setting it at 
about 25 francs a kilo as opposed to 
18 francs a kilo in 1937. This ad- 
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vance which seems exaggerated to 
some is logical, however, if one takes 
into consideration the enormous ex- 
pense involved in its culture—the 
rise in the price of manual labor and 
of fertilizer. 





Orange Blossoms 


The orange blossom crop which 
did not look so promising at the out- 
set, improved during the harvest, 
thanks to beneficial rains during the 
month of May, to the great satisfac- 
tion of the producers but not to that 
of the manufacturers who found 
themselves facing an unfavorable 
output. Moreover, the manufactured 
products are offered at high prices 
and business is slack now that the 
most pressing needs have been filled. 


Lavender 


At this time of year we are at the 
beginning of one of the most impor- 
tant harvests: lavender which has 
caused serious anxiety because ex- 
treme dryness had been prevalent in 
the Alps. An improvement came late 
—recent rains brought to the soil the 
moisture necessary for a better vege- 


tation. Speculations in the stocks of 
the essence from the old crop are 
affecting the price-fixing just now. 
One must hope that the prudent buy- 
ers will not follow this move and 
that the market prices will vary from 
180 to 220 francs per kilo at the 
distillery. 

The crop of lavandin promises to 
be superb and is in process of dis- 
tillation. 


Bulgarian Rose 


We ought to point out that the 
crop of roses in Bulgaria has been 
less than the forecast by 40 per cent. 
Although considerable, this deficit 
will not result in a shortage since the 
stocks held by the agricultural bank 
are important. The market price of 
the flower has been the same as that 
of 1937, although yield has been less. 


The culture of mint which was in- 
troduced into this country by the 
writer, grows more intensive with 
each succeeding year, by reason of 
the quality which is very choice and 
the price which is relatively low. The 
forecasts are for a production of 
some ten tons. 


The American Perfumer 















Ee 


August, 1938 


4 & 





S.D. ALCOHOLS 


One hundred years of experience behind U.S.1. products assure you of consistent purity. 


sions throughout the country are your guarantee of prompt deliveries and ready service. 


double protection—uniform products and efficient service—by specifying U.S.I. alcohols. 


U.S. INDUSTRIAL ALCOHOL Co 


World’s Largest Producers of Industrial Alcohol 


If you manufacture, advertise or 
sell cosmetics you will want a copy 
of this new, authoritative book 


Chapter Headings 


. The Package 

. HowLong Should the Line Be? 
. Prices and Discounts 

. Price Maintenance 


The Wholesaler 


. Retail Outlets 
. Choice of Retail Outlets 
8. Department Store and Spe- 


cialty Shop. 


. The Drug Store 

. Chains and Syndicate Stores 
. The Beauty Shop 

. Demonstrations and Push 


Money 


. Magazine Advertising 

. The Radio 

. Local Advertising 

. Mail Promotions 

. The Theatre Promotion 

. Cosmetics and Fashions 

. Displays 

. The Advertising Agent 

. The Trade Association 

. Relations With the Govern- 


ment 


. What is the Market? 


Marketing Cosmetics 


By S. L. MAYHAM, (formerly editor, The American Perfumer) 
$2.65 POSTPAID 


It gives a complete picture of the cosmetic market and how 


to operate in it profitably. Treats of all factors that enter the 


problem of cosmetic marketing—discusses their good and 
bad aspects under current conditions—shows how they are 
being handled successfully. Based on practice, not theory. 
Order your copy today! 


“This book will be read and referred to by every one connected with 
cosmetics and their sales’—MANUFACTURING PERFUMER (London) 


ROBBINS PUBLICATIONS BOOK SERVICE 
9 EAST 38th STREET, NEW YORK, N. Y. 





Fifteen U.S.I. sales divi- 


Insure yourself with this 


60 East 42NnpD Street, NEw York 
» BRANCHES IN ALL PRINCIPAL CITIES 





This entirely hand made applicator vial will enhance the 


appeal and use of your perfumes. . . . It has a liquid 
tight screw cap with firmly secured glass rod. . . . You'll 
want samples and prices at once for the fall and winter 
trade. Write today! 


P.S. We are headquarters for novelty bottles, all types of bottles 
for perfume and toilet preparations . . . VANITY BLOWN OPAL 
JARS . . . STREAM LINE FLAT OPAL JARS .. . DE LUXE 
COSMETIC CREAM JARS [of finest plastic material, various 


colors). 


Glass Products Co. 


GLASSWARE 
VINELAND, NEW 


VAN DYK & CO. 


MANUFACTURERS OF RAW MATERIAL FOR 
PERFUMING ... COSMETICS... FLAVORING 


_ Executive Offices and Works 
57 Wilkinson Ave, Jersey City, N. J. 


| Los Angeles Office: 1282 Sunset Boulevard | i, | 


(Our monthly magazine, "Progressive Perfum- 
“ery and. Coumetics”, sent free on request, 


“YOU GET SATISFYING RESULTS 


JERSEY | 


| Manufacturers and Designers of Liquid Handling Equipment 





WITH AN ERTEL PORTABLE VACUUM 
BOTTLE FILLER 


It's so easy to do things the 
right way! Why not join our 7 : : 
fastidious clientele and get the vite comparison with other port- 
same satisfying results with the able fillers on the market. Write 
ERTEL filler. us today! If not completely 
Our filler operates with either satisfied, money back guarantee! 


Erte. Encincerinc Corporation 


DEPARTMENT F e@ 120 EAST Iéth STREET @ NEW YORK, N. Y. 


a light or heavy liquid, with a 
filling capacity depending en- 
tirely on the operator. We in- 


Asbestos Disk Filters . . . Neutral Asbestos Filter Disks . . . Portable 
Mixers . . . Bottle Fillers . . . 


Glass lined and Stainless Steel Tanks. 





ONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 





COLLAPSIBLE TUBES . 
CORK TOPS . SPRINKLER TOPS . DOSE CAPS 


SHEET METAL GOODS 


YOU MAY NEED ONE OF THESE 


THE CREAM OF BEAUTY by H. 
BOO iq 5 Stanley Redgrove. A book of beauty 

cohere containing recipes for useful 
toilet creams and lotions. Contents: Care of Face; Care of 
Hands; Materials Used in Cosmetics; Cold Cream, Its His- 
tory, Composition, Utility; Modern Vanishing Creams; Emol- 
lient and Astringent Creams (Greasy and Non-Greasy) ; Mud- 
Pack Treatment; Face Powder; Rouge and Lipstick (their 
use and abuse); Some Useful Toilet Waters and Lotions; 
Care of Hair; Preparations for the Hair; Problem of Super- 
fluous Hair . . . Only $1.75 postpaid. 


SCENT AND ALL ABOUT IT by H. Stanley Redgrove .. . 
Only $1.35 postpaid. 


THE COSMETIC FORMULARY. Vol. I. By H. Bennett. 





. A new, practical formulary on cosmetics . . . Only $3.90 
postpaid. 

BASIC SCIENCE OF HAIR TREATMENTS by F. E. Wall 

. Only $2.65 postpaid. 

WVARKETING COSMETICS by S. L. Mayham .. . Tells 
how to operate profitably in the cosmetic and toilet prepara- 
tion market. Covers all phases. 23 chapters . . . Only 
$2.65 postpaid. 


FOREIGN POSTAGE EXTRA . . . ORDER FROM 


ROBBINS PUBLICATIONS BOOK SERVICE 
9 EAST 38th STREET NEW YORK, N. Y. 
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AN AMAZING 
NEW SOAPLESS 
SHAMPOO 


It’s new! It’s different! Not a SOAP 

not an OIL. NO PATENT IN- 
FRINGEMENT. Watch your sales in- 
crease after your first order of this 
sensational and different shampoo that 
removes dandruff and leaves hair soft, 
glossy, and easy to set. 

WRITE TODAY 
FOR PRICES and SAMPLES 


FLASH!! 


ASK ABOUT OUR SUN TAN PADS, 
CLEANSING PADS AND THE 
POPULAR LIQUID 
BUBBLE BATH. 


SOLO LABORATORIES, INC. 


—_____ 450 W. Lake Street Chicago, Illinois 





ABOUT SLOW DEL- 


IVERIES AND UNCER- 

TAIN QUALITY AND 

MIGH PRICES... 
1F YOU'D LISTEN TO ME 
ANO BUY ALL YOUR RAW 


MATERIALS FROM 


ele 
v yw CHIC 


LIFE WOVULO BE ROSY FOR YOU 


rine 


SUE Se ee ee 
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GET FULL DETAILS AT ONCE 


ON THE NEW 


No. Z Motor Driven 


ROTARY TABLET MACHINE 


single punch, 700 tablets per minute 






vice Lever 


ey 













triple punch, 2100 tablets per minute 


The Rotary Table carries a set of 25 Punches 
and Dies. Operating at maximum speed with 
single punches, you can produce 700 tablets 
per minute. When arranged for triple 
punches and dies and operating at maximum 
speed, you can produce 2100 tablets per 
minute. All triple punches and dies are in 
straight line following each other, insuring 
uniform feed in all die openings. 7/16” is 
maximum diameter recommended for triple 
operation. 


These construction features: 


(1) New design shoe gives diagonal crisscross feed as well 
as straight line—insures full dies, prevents granulation 
from separating. 

(2) Special feed arrangement draws material into dies—all 
dies over-filled excess being pushed out before com- 
pression, important in compressing many materials. 

(3) Rotary Table rests on ball thrust bearings (constantly 
bathed in oil). 

(4) Motor Drive with Reeves Variable Speed Pulleys— 
built into base of machine, housed away from all dust. 

(5) Pressure adjustment on upper punches permits location 
of several positions in compression in upper part of dies 
—prevents excessive capping—dies may be reversed, 
increases their life. 

(6) Power Drive-Combination Worm and Gear. 

(7) Hopper arranged with gate to regulate flow to feed 
shoe for different size tablets and different materials. 

Get full details at once—write today! 


ARTHUR COLTON Co. 


2606 JEFFERSON AVENUE EAST 
DETROIT, MIiCHIGaAN 


Headquarters for a complete line of Pharma- 
ceutical Machinery. We solicit your inquiries 
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CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


BUSINESS OPPORTUNITY 








SOLIDIFIED POLISH REMOVER (creme form), soapless lather- 
ing shampoo, hair lacquer, polish foundation, etc. Bulk or pkg. For 
samples and prices write Shcolnik, Pharmacist-Chemist, 3846 Easton, 
St. Louis. 

FOR SALE—Pneumatic scale filling machine—large Abbey sifters, 
Stokes & Smith powder filling machine and other varied equipment. 
Write Box 2305, The American Perfumer. 














SALESMAN, experienced in selling raw materials for perfumery | 


and cosmetics, to cover Middle-West for well-known, old established 
Eastern house. Preferably technician with working knowledge of 
manufacture of modern perfumery and cosmetics and able to be of 
practical assistance to his trade. Attractive opportunity. Write in 


detail to H. W., Box 2304 The American Perfumer. 







want to register a TRADE MARK ? 








write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 


7 BEESWAX 


Our flaked Ceresine, 
Carnauba, Japan Wax, 
and Candelilla also 
meet every quality 
standard. 


aan 


Pure White . Extra Quality 
U. S. P. and 100% Pure 


Theodor Leonhard Wax Co. INC. 


HALEDON e PATERSON, NEW JERSEY 














St., Chicago. Over 85 years 
of continuous business in 
the United States. Estab- 
lished 1852. 


Long Distance telephone 
SHerwood 2-1444. Western 
distributor; A. C. Drury & 
Co., 219 E. North Water 


August, 1938 


THE TREND IS UP 


But Consolidated’s prices are NOT. Now is 
the time to buy Consolidated’s Guaranteed 
Good Rebuilt Equipment while prices are low 
and quick deliveries possible. 

SELECTED SPECIALS 


i—Pneumatic Seale Packaging Unit, carton feeder, top and bottom 
sealer, 2—stage weigher, Wax liner unit 

=i gal., unused solid nickel, jacketed agitated Vacuum Pan or 

ills. 

i—Pneumatic Scale Automatic Screw Capper; 4 Kramer, semi- 
automatic. 

2—Sameco Jr. 6 spout Vacuum straight line Fillers. 

5—Gravity and Vacuum Bottle Fillers, 2 to 6 spout. 

i—National MG Powder Filler and Weigher. 

2—Ferguson Carton Wax Wrappers. 

2—World Rotary Automatic Labelers. 

'—World Automatic straight line Duplex Labeler. 
























8—World, Ermond and National semi-auto. motor driven Lahelers. 
10—Tablet Machines: !—Stokes Rotary BB 7/16”; It—Stokes Rotary 
54”; 2—Colton No. 2 Rotary %”; i—Stokes Rotary D 1”; I— 

Multord 2”; 3—Colton 2B, '2”; !—Stokes Eureka hand, '/2”. 

Dry Powder Sifters and Mixers, lab. size to 4000 Ib. capacity. 

2—Karl Kiefer Visco Piston type Jar Fillers. 

i—Urie Universal Tube or Jar Filler, motor driven. 

5—Pony Mixers, Day and Ross makes, 8 15, and 40 gal. 

2—200 aal. Glass Lined Jacketed Kettles; 2—250 gal. Agitated; 
4—350 gal. jacketed. 


MISCELLANEOUS—Large selection of: Gitass Lined Storage Tanks, 
Drug Mills, Pulverizers, Sifters, Colloid Mills, Filter Presses, Coat- 
ing Pans, Pill Mass Mixers, Tanks, Agitators, Pumps, Boilers, Kettles, 
Ointment Mills, Grinders, Screens, Filters, Stills, ete. SEND FOR 
COMPLETE BULLETIN. 


What have you for sale? Send us a list. 
We Buy and Sell from a Single Item to a Complete Plant. 


Consolidated Products Company, inc 
14-15 Park Row <¥ New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 








ALCOHOL RINSING MACHINE 
FOR PERFUME BOTTLES 
Efficient, easy-to-use. You merely 
press bottle over nozzle. Alcohol 
spray quickly removes all mechani- 
cal dirt from bottle. Made of high 


grade copper and brass. Non- 
corroding—eliminates alcohol waste. 





Also operates with water. Leading 
perfume manufacturers have used 
10” high, 
PATENTED '!!” wide. Shipping weight about 
Price—$28.00 net F. 0. B. New York '0 bs. Order one today! 


, .. NEW YORK CITY 
'F. BOESCHEL, jetcpHoNe: CHELSEA 3-6425 





it for past 17 years. 
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THESE MAY BE JUST 
YOU NEED 


THE BOOKS 


PRODUCTION, MANUFACTURE AND APPLI- 
CATION OF PERFUMES OF ALL TYPES by 
William A. Poucher, Ph. ©. New 5th Edition. 
Gives complete working knowledge of up-to-date per- 
fume manufacture. Hundreds of valuable formulas with 
complete directions. Covers in full the methods of 
production of perfumes, their chemistry, odor analysis, 
selection for various purposes, and compounding from 
various materials. Complete monographs explain all 
the floral perfumes, giving for each one—the botanical 
varieties, odor classification, chemical composition, 
suggestions for compounding, the best compounding 
ingredients (bases, blenders, modifiers, fixers, florals, 
and aldehydes). Representative formulas for each per- 
fume give you the widest choice of variations to meet 
every commercial need. Additional chapters give many 
new formulas for fancy perfumes, toilet waters. Illus- 
trated. 426 pages Price $8.25 Postpaid 


MODERN SOAP MAKING by Dr. E. G. Thoms- 


sen and ©. Rh. hemp The first entirely original 
American book on soap manufacture in 20 years. 
Thoroughly covers every phase of soap manufacture 
and glycerine recovery. Written by practical soap 
men, a truly practical book. Raw materials. Machinery 
and equipment. Soap making methods. Soap prod- 
ucts. Glycerine recovery and refining. Recovery me- 
thods. Appendix containing all needed reference 
tables, constants of oils and fats, alkali values, conver- 
sion tables, U. S. Government specifications for various 
soap products, etc. 550 pages. Price $7.75 Postpaid 


TREATMENT OF COMMON SKIN DISEASES 
by Herman Goodman, M.D. Statistics on a 
million reported cases of skin ailments. Basic instruc- 
tions in the anatomy and physiology of the skin, hair 
and nails (and their condition in health and disease). 
Pictures of the most common skin diseases and condi- 
tions brought about by parasites. Formulae from 
shampoo to lotion, from diet to prescription. The most 
practical skin book in a decade! 350 pages, 72 illus- 
trations, 300 tested formulae . Price, $5.15 
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FLAVORS AND ESSENCES by M. H. Gazan 
A new-type formula book. Gives brand-new formulas, 
most of which have never been published before. Each 
formula carefully tested. Each product is highly con- 
centrated, very soluble, may be kept several years 
without change or deterioration. Except for a few, no 
equipment required. All raw materials obtainable in 
the open market. Every formula may be used freely 
by every purchaser of the book. Formulas are so new, 
so valuable, they offer a real commercial advantage— 
include fruit flavors and essences for manufacturers of 
confectionery, syrups, mineral waters, ice creams, cus- 
tard powders, etc.; fruit ethers for boiled goods and 
sweets; wine flavors for distillers, confectioners, etc.; 
oil compounds, herbal extracts. Price $10.20 Postpaid 


COSMETIC DERMATOLOGY by Herman Good 


man, M. D. 54 chapters covering the field from 
acne to vitamins and hormones. Price $6.70 Postpaid 


Order the books you want today. Use 
convenient coupon. We pay postage on 
orders accompanied by remittance. 
Postage on foreign orders is extra. 
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produced for you by special- 
ists. Our Integral Essences, 


Hyperessences, Hyperextraits The results of years of re- 


and Quintextraits are em- search are revealed in all 


braced here. + Charabot Superfine Essential 


crane Oils. 
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Charabot quality is here exemplified 
in the expert's work of producing the 
exact quality Resinaromes you desire, 
yet retaining the full odoriferous con- 
me MTs mati P 


Most of you know the high place that the name — underlying all Charabot products. In a word, let us remind 
CHARABOT occupies in natural flower essences. You you that in all ways Charabot has attained and holds abso- 
therefore know of the many contributions Charabot has _lute top rating in this field. For full co-operation, for samples, 
made in this intricate and exacting field of manufacturing. current prices, etc., please feel free to call upon UNGERER 
You also know of the tremendous amount of research & CO., our exclusive representatives in the Americas. 
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UNGERER and COMPANY 


13-15 West 20th Street New York, N. Y. 


Philadelphia @ Chicago ® Boston ® St. Louis ® Los Angeles ® Toronto ® San Francisco ® Houston ® New Orleans 





w%. UNQUESTIONABLY THE FINEST CAP 
AUTOMATIC EQUIPMENT EVER PRODUCED 


AND ADVANCED METHODS 
OF MANUFACTURE 
PERMIT LOWER PRICES 


PROMPT DELIVERY f 


IN EITHER CASE OR CARLOAD LOTS a 


ING - 
BOSTON, MASS. 


KEP-ARK EXCLUSIVE CANADIAN REPRESENTATIVES — COLLAPSIBLE TUBES AND CONTAINERS, LTD., TORONTO, CAN. 





